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“Make this an Electrical Christmas" has become a “buy-word" 
in a number of sections of the country where concerted action 
on the part of various merchandising elements of the community 
—utility, electrical association, distributor and dealer —has re- 
sulted in a real holiday market promotion. Small appliances 
make ideal and imaginative gifts—and for the family that wants 
to do the thing up brown, there are the new vacuum cleaners, 
handsome refrigerators, modern electric ranges and the prac- 
tical home laundry. 
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iy WILL PAY YOU to see America’s most distinctive 
and complete 1936 line of electric cleaners, washers, 
ironers and refrigerators on display at the Ninth Annual 
Housefurnishings Exhibit, rooms 801 - 801A ~- 802A, 
Stevens Hotel, Chicago, Ill., January 5th to Lith, 1936. 
Also at the First International Housewares Show in 
the “Hall of Science”, Merchandise Mart, Chicago, 
January 6th co 18th, An additional display will 

be on view in the Apex Chicago offices, 

rooms 1473-1474 Merchandise Mart. 


APEX ROTAREX CORP. - CLEVELAND, OHIO 


Subsidiary of The Apex Electrical Manufacturing Co. 


West of Denver, APEX ROTAREX MANUFACTURING CO 
Oakland, Calif 


in Canada, ROGERS MAJESTIC CORPORATION, itd, Toronto 


it right: Apex Baa” ae Shera : . ' = 
Display at Bing “eee. Ter: nt 
Co., and Exterior ; ~ te Tate 
of this beautiful — > eld RONERS 

furniture store 

at 514 Prospect 


Avenue, Cleve- 


land, Ohio. 
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Cable Address “McGrawhill, New York’’. 


HE electrical appliance business 
booms along in ever-increasing 
volume. Retail distribution is 

functioning effectively in moving the 
goods. But distribution is not earn- 
ing the profits necessary to keep fin- 
ancially sound and to lay up a surplus 
to be applied to expansion. 

Now we are not putting up a plea 
for an increase in distribution costs. 
At present, the total difference be- 
tween retail prices and the manufac- 
turer's net billing is plenty. But there 
is waste as well as inequity in the 
favoring of the downtown mass out- 
let, both in margins and allowances, 
at the expense of the large number 
of smaller dealers who are produc- 
ing the major part of the volume. 

Discounts from list price are the 
logical means for dividing up the cost 
and profits of distribution. The re- 
tailer receives a percentage of the sell- 
ing price to cover his expenses in ad- 
vertising, display and selling. The dis- 
tributor receives his percentage be- 
cause he creates retail outlets, deliv- 
ers, services and maintains available 
stock. Retailers with the greatest 
prestige, financial stapding, location, 
display facilities and sales staff should 
receive the largest discounts only 
when they move the greatest quant- 
ity of goods. This is sound stuff, cal- 
culated to keep prices stable and at 
the same time develop volume busi- 
ness. In theory it returns a remunera- 
tion proportionate to the measure of 
sales effort to every link in the mar- 
keting chain. 


ROUBLE comes in with the trad- 

ing by the big outlet on its size 
and its potential sales. The mass re- 
tailer is a shrewd buyer. He can 
horse-trade the distributor into long 
discounts, advertising allowances, 
spifis for his sales people. The deal- 


er has no such pressure to exert. He 
gets a discount based only on the 
quantity he actually sells. And when 
he kicks is told that the big stores 
must have higher discounts because of 
higher operating cost. Actually, the 
difference of operating cost is not 
great. The Dun Survey of 1934 oper- 
ating averages givés a total overhead 
expense of 29.26 per cent for an 
average of 133 electrical retailers; de- 
partment stores operating expense for 
major appliances departments as 
shown by the NRDGA runs from 
30.5 per cent for the very large store 
to 36.5 per cent in smaller stores. It 
is also claimed that the larger dis- 
count given the big outlet is not un- 
fair to the small dealers because he 
benefits by the prestige given the line 
and from the advertising (paid for in 
part by the manufacturers) run over 
the big stores signature. 

Stated another way, the distributor 
by contributing heavily to down town 
store advertising creates a lever to ob- 
tain business from outlying dealers 
in that territory. 

e lever doesn’t always work, 
however. A year ago in one big city 
a manufacturer is said to have spent 
$38,000 in advertising with one big 
outlet. Page after page appeared and 
the manufacturer and distributor fig- 
ured that the tremendous campaign 
would influence every dealer in the 
trading area to put in the line. The 
big outlet did a volume of $150,000. 
The smaller outlets did not follow 
the big stores lead. And the manu- 
facturer was out about 22 per cent 
for advertising expense. 


v 


T is becoming more and more ap- 
parent that a great splurge of 
downtown advertising. does not do the 
small accounts as much good as has 
been supposed. The small accounts 
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are the profitable accounts for the 
distributor and represent a far more 
stable distribution for the manufac- 
turer. It makes sense, therefore, for 
distributor and manufacturer to turn 
to the dealer who is making the pro- 
fit for him. And indications are that 
in some measure this is taking place. 
The field is wide open to the cultiva- 
tion of these profitable accounts. The 
dealer needs help in advertising, in 
display, in sales training, in the man- 
agement and financing problems of 
his business. He will pay rich returns 
for the help given him. 


v 


N the years before the big down- 

town merchant became interested 
in appliance lines, it was the utilities 
and the dealers together who pio- 
neered markets, established acceptance 
and by maintaining prices made prof- 
its for retailers and manufacturers. 
Competition was on features and qual- 
ity, not price. Today, however, the 
major competition is on price and 
comes from the mail order chain 
stores. The downtown stores’ answer 
to this competition is price specials. 
The dealers’ answer is better selling, 
better service, closer market contact. 

The dealer doing this kind of job 
is a most valuable asset to kt manu- 
facturers, distributors and the trade as 
a whole. He deserves at least the same 
discounts and advertising support as 
the downtown store. Give him this 
equality in compensation and an equal 
break on finance terms and the indus- 
try will be headed toward a more 
firmly based prosperity. 
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Mrs. Lillian Kensler mixed flour, water 
and eggs to learn how to sell mixers. 


who suggest changes is, “If 
you're so damned smart, let’s 
see you do it.” 

So right off we'll present the cre- 
dentials of Mrs. Lillian Kensler, a 
small appliance saleswoman in the J. 
L. Hudson Department Store, De 
troit. 

When F. M. Slasor of the General 
Electric Company first saw her week- 
ly report, he merely thought she had 
had a lucky break. But when Mrs. 
Kensler's high batting average con- 
tinued week after week, rising from 
$385.41 to a high of $740, he felt 


she had hit upon something unusual. 


r | HE common request to people 


To show you she knows what 
she’s talking about, here are some of 
her weekly sales records: 


Week 
October 12 $401.07 
October 5 454.59 
September 27 571.66 
September 21 268.08 
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July 6 
June 29 
June 22 
June 14 
June 8 
June 1 
May 25 
May 18 
May 11 
May 4 
April 27 
April 22 
April 13 
March 30 
September I+ 








Needed... 


More Training for 


Small Appliance 


LILLIAN KENSLER'S SALES FOR 1 WEEK 


Large Bowl @ 1.95 
G. E. Mixer #139DM4 18.75 
Juicer 4D \1-49350 2.75 
Urn Set #119877 24.95 
Urn Set #119875 18.95 
Hostess Set #149822 14.95 
Hostess Stand 4.95 
Cooker #149G22 9.95 
Waffle Grids 3.00 
Sandwich Cooker #119G25 6.95 
Sandwich Grills #819G24 3.95 
Teasters #119T40 2.95 
Waffle irons #129Y 183 9.95 
Waffle Iron #119Y184 6.45 
Waffle Iron #119Y182 6.95 
Waffle irons #119Y181 5.50 
Heating Pads #1 36Q7 4.95 
Heating Pads #836Q17 3.95 
Grater 75 
Percolator #119P57 6.95 
Clocks #3F54 3.95 
irons #1 19F83 8.95 
iron #119F84 7.95 
lrons #119F96 6.95 
trons #149F86 4.95 
irons #149F75 4.95 
Irons #169F6! 3.69 
lrons #139F6! 2.95 


Irons #159F68 


817.50 
740.71 
226.43 
559.35 
385.98 
495.36 
345.00 
386.39 
456.40 
358.51 
359.35 
375.80 
263.08 
167.78 
596.57 


Sales 


1.95 
18.75 
2.75 
24.95 
18.95 
14.95 
4.95 


September 7 
August 31 
August 24 
August 17 
August 10 
August 3 
July 27 
July 20 
July 13 
March 23 
March 16 


Total .......... 


Average per week 















571.06 
439.53 
587.72 
726.97 
609.18 
204.99 
591.96 
649.72 
704.81 
314.77 
285.41 


smnmueen Qe 


467.18 


People 


Curiosity taught 
Lillian Kensler of J. 


L. Hudson’s, Detroit, 


how to sell but not all 


girls have it 


By 
Tom F. 
Blackburn 


More so when her volume on high 


priced items frequently ran better than 
on the low ones. 

Because she has the point of view 
of most small appliance salesgirls, 
Electrical Merchandising has gone in- 
to detail in her experience and her 
ideas. 

First, let’s check off her luck. She 
was fortunate in having a. thrifty 
French mother, who believed in hav- 
ing her girls help i in the kitchen. She 
was lucky in working for the J. L. 
Hudson Department Store, which has 
a phenomenal amount of floor traffic 
in its housewares department. She got 
a break in having the encouragement 
of such men as H. A. Petzold, assis- 
tant merchandising manager, and Ben 
H. Rummage. Outside of this, she has 
traveled on her own power. 


Hunting the Answers 


“I was moved into the housewares 
department from the jewelry section,” 
she relates. “I didn’t know anything 
about electrical appliances. Of course; 
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I had gone through the store school 
and knew how to make out sales slips 
and everything like that. But here I 
was, popped up on the tenth floor with 
a Proctor iron and with people asking 
me all sorts of things. Most girls, I 
feel, woud have made an unconvincing 
stab at answering them. But I hated 
being floored by questions, and so I 
asked the representative to send me 
literature on the subject. I took home 
an iron and tried everything that was 
claimed for it. You have no idea how 
ironing a basketful of your own 
clothes will give you the point of 
view of the customer. 

“Next I was assigned to demon- 
strate a GE mixer. Last year the store 
sold only two of this type. Well do I 
remember the salesman who always 
told people, ‘This mixer is not 
portable.’ I got Charlie Harrison of 
the General Electric Supply Corpora- 
tion to take a mixer apart and explain 
it to me. Then I took one home to 


experiment with. I found the advan- 
tage of having it stationarv. Who 
wants to lug a heavy motor over to the 
stove, when it is so much easier to 
bring the dish to the mixer. I beat up 
eggs, flour and water and proved to 
my own satisfaction how powerful it 
was. Now I have the housewife’s 
point of view, and talk her language. 
We sell a mixer a week now. 

“Take the light-weight 1000-watt 
iron. Most women will say, ‘I would- 
n’t have one of those things—think 
of how much electricity they burn up.’ 
Well, I can answer them right back, 
from my own experience. I can show 
them how it isn’t pressure that irons 
clothes but heat. I can show them that 
such an iron does not get too hot, 
thanks to the thermostat. It will plow 
right through a wet garment that 
would force a wait with an ordinary 
iron. In a four-hour ironing, with the 
1000-watter I can save 1% hours 
time. That’s the kind of information 





ironing at home, advice from laundresses, gave her skill in selling 
top price irons. 
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that puts over the high priced sales. 

“Another item that 1 demonstrated 
was the Nesco roaster. Having con- 
vinced myself at home that they were 
remarkable, I had trouble making 
women believe in them. ‘How are you 
going to get anything brown in that 
thing?’ customers asked. Well, as you 
know, it’s against the rules to do 
any cooking at J. L. Hudson’s. How- 
ever, I got hold of a chicken and got 
my roaster in a back room against 
the window. A fan kept all odor from 
spreading on the floor. And on that 
busy Saturday I was able to show 
my skeptical public a_ beautifully 
browned chicken which answered their 
chief argument fully. Incidentally we 
sold 63 of these roasters in one week.”’ 

Anyone who has followed Mrs. 
Kensler’s story so far will have no- 
ticed one gap in the small appliance 
field. Lillian Kensler built up her 
sales ability because she had a natural 
curiosity for experimentation. She had 
to ask for literature, she had to take 
home things and experiment. Only one 
man, Charlie Harrison, actually show- 
ed her how. 

Now there isn’t a corporal guard of 
Lillian Kenslers in the United States. 





The downtown shopping 
center of Detroit in which 
J. L. Hudson Department 
Store is located. 





Cooking was not allowed, 
but with a fan's help she 
produced a beautifully 
brown chicken demonstra- 
tion. 


The vast majority of small appliance 
demonstrators leave the merchandise 
behind when they leave the store. 
Someone has yet to come along and 
provide the salesgirls with the practi- 
cal experience that will give them 
firsthand talking sales knowledge. 

“I’m sure Hudson’s would be tickl- 
ed to death if the small appliance 
salesmen would school the demonstra- 
tors on their items,” says Ben H. Rum- 
mage. “Let them make waffles, let 
them iron clothes, let them use mixers, 
let the girls get a full knowledge of 
what can and what can’t be done 
with electrical appliances. Prime them 
so they talk with first hand informa 
tion to customers, rather than hearsay. 
Too many salesgirls lack practical 
kitchen experience. While young girls 
their mothers shield them from work 
in the kitchen, and in many cases 
their homes did not have appliances 
such as they are selling.” 

“You can find a lot of help in 
building up your sales talk,” Mrs. 
Kensler declares, “in checking up on 
all complaints you get. When you 
hear of something wrong try it out 
and see if it is so. Maybe the woman 

(Please turr to page 37) 
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1935-FRIGIDAIRE’S 
MOST SUCCESSFUL YEAR 


A GREAT ACHIEVEMENT THAT SERVES 
NOTICE OF THE OUTSTANDING 
SUCCESSES THAT ARE TO FOLLOW 


N 1935 more household Frigidaires 

were sold than ever before in a single 
er This spectacular accom- 
plishment means a great deal—to you and to us. It proves that Frigidaire is more than 
ever the leader. It shows that we have the public’s endorsement..... that they believe in 
eee But. what is of greatest importance is the fact that out of this tremendous success 
comes the experience for the most convincing, the most dramatic sales story ever told. 
From these outstanding successes we have discovered a new way to sell. It's the smooth- 
est, fastest, straightest road to greater sales volume ever developed. Yes, we've learned a 
lot from 1935 — and we've got the range for ‘36. Frigidaire Corporation, Dayton, Ohio. 








Youll do belle wilh Frigidaree en 1936 
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Between Seasons 












Sell the Farmer & iyi 


Taking washers and radios to 





their doors is a paying proposi- 


tion for this Decatur, Ill. store. 






































From the busy point, seen at top right, salesmen drive as far as 
35 miles to demonstrate a truckload of washers and radio sets to 
farm prospects. Last year 227 gas-engine washers were sold this way. 


ACK when he was a broth of 

a boy, O. L. Hill used to 

peddle aluminum pots and pans 
for school money. Going out into the 
country around Sullivan, IIl., his na- 
tive town, he would lay cooking uten- 
sils all over the farmer’s floor and 
give demonstrations. He discovered 
one thing: 

“There are certain seasons when 
the farmer can* be found hanging 
around the house,” he said. “From 
April to July he is scarcer than hen’s 
teeth. Then during August and Sep- 
tember I can catch him in. He disap- 
pears from October to November dur- 
ing the fall plowing and from then on 
until April—if I wanted to plunge 
into the snowdrifts—I can find him 
home. And since all farm sales are 
husband-wife affairs, this information 
is important.” 

That discovery has been the motif 
which has inspired Gebhart-Gushard 
Company, a department store in De- 
catur, Ill., a town of 57,510 souls, 
to sell electrical appliances to coun- 
try people. Where dealers in cities 
ten times the size of Decatur declare 
that farmers live too far away for 
canvassing, O. L. Hill blithely loads 
up the firm’s Chevrolet truck with 
two or three gas-motored washers, a 
couple of battery radios and goes 
bouncing out as far as 35 miles to 
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make demonstrations and sales. 

“The boys who sell for Gebhart- 
Gushard—Roe Moore, Cecil E. Hupp, 
Roy P. Biddle and myself—are all 
married and like to keep on eating 
in off seasons. We discovered that 
while we didn’t make so much money 
with rural sales, nevertheless they fit 
in right and are good risks. For ex- 
ample, the refrigerator season is end- 
ing in August, and radio picks up 
later. August and September however 
is just the right time to catch the 
farmer home.” + 


Credit 100% O. K. 


In the past year this department 
store, on the busiest street in Decatur. 
sold 127 gasoline-powered ABC wash- 
ing machines and a hundred more or 
less Magnetic (Birtman) gas motor 
equipped jobs. These 127 ABC’s at 
$89.50 apiece out of a total ABC 
volume of 581 machines doesn’t look 
half bad in the opinion of Mr. Hill. 
Particularly, he points out, when there 
were less than 25 trade-ins to take 
and not a single sale was turned 
down by the credit office. 

The business of selling beyond the 
city limits sums up in about this fash- 
ion. Salesmen can make about four 
good calls a day in contrast to about 
six in town. Farmers respond best to 


sales stories which show them how 
they can save money: Roe Moore 
never forgets to paint a picture of the 
doctor biH_cost in case the farm wife 
takes sick doing the washing by 
hand. Gebhart-Gushard pay the sales- 
men 10 per cent dn. sales. Since it 
takes two to man the firm’s truck, 
this means they are working on-a_5 
per cent basis. However, by next year 
with trailers it is believed the sales- 
man can work single handed. 


Always Carry Merchandise 


Roy P. Biddle has found that sim- 
ply stopping in a farm house and 
asking for leads is a good way to 
make contacts. “It’s utterly useless 
to go out in the country unless you 


have a washer or radio ready to dem- 
onstrate,” he says. “Farmers are bored 
and a new gadget to show them in> 
stantly arouses their interest-—ttias- 
ittuch.as a farm sale-is always a hus- 
band sale, you can see the reason why 
we go out only when we know the 


farmer is hanging around the house.” ——~ 


Although the picture shows_a-2€n- 
ith radio nestling on-the truck with an 
ABC washer, Gebhart-Gushard have 
as yet no story to tell on battery radio. 
They find radio a fine twin-sister for 
the gas-powered washer, and sets are 
moving briskly. Battery charging de- 
vices are. in especial demand. No trade- 
ins are being accepted on radio, as 
old sets now in use in rural regions 
are such junk they are worthless, Mr. 


Hill says. 





Eight years in Decatur, three years with Block & Kuhl, 
Peoria, have,given O. L. Hill his skill in appliance selling. 

















utility edvertised such installations. 

















S the story of air-conditioning 
is written its history will in- 
clude as one of its most inter- 

esting highlights the tale of the Phoe- 
nix hotel man and how his vision 
turned detrimental summer heat into 
community profit. 

Phoenix, Arizona situated in the 
fertile picturesque Salt River Valley 
has long been famed as one of the 
southwest’s leading winter resorts. Its 
winters are warm and dry with sunny 
days and just enough chill in the air 



















































































A four-apartment installation, typical of the houses in 
Phoenix which are being air-conditioned. The local 


dehumidify the air. 


mornings and evenings to call for an 
open fire or a brief use of the gas fur- 
nace to warm up the house until the 
sun is ready to take control. Tourists 
and winter visitors have always been 
plentiful, hotels full, and “no vacan- 
cy” signs hang from apartment build- 


ings. 


Summer always brought a different - 


story. The thermometer climbs to 110° 
and sometimes even higher. Phoenix 
in the summer is hot! Visitors depart- 
ed, residents stripped down to the 











A combination installation of the “radiator” type, 
with a small compressor and. refrigeration unit to 



















































OOKS LIME “UNCLE BILLY” SPEARS DREAM OF A PHOENIX SUMMER RESORT | 
1S COMING TRUE — ALREADY “HCH OF THE CiTY 15 EXJOWING 
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ITS ONLY A MATTER O° Time 


‘TIL WE HAVE ICE SKATING RINKS 
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Even the newspapers have token to publishing cartoons on the sub- 
ject of air conditioning. Here is one which recently appeared in the 
Arizona Republic. 





The water cooling tower is concealed in the shrubbery. 
This type of installation is a Phoenix development 


that became very popular. 


bare necessities, with linen trousers 
and open shirts for the men, 
light frocks and shorts for women. 
Hotels closed, wives and children were 
bundled off to the seashore or the 
mountains, by husbands who might be 
able to afford it. Businessmen tight- 
ened their belts for an arid stretch of 
slow business and hot weather. That 
is, they did before a visionary hotel 
man decided he could operate profit- 
ably during the summer if he could 
corner the Phoenix hotel business. In 
1928 he installed the first air-condi- 
tioning and air-cooling system in 
Phoenix. 

It worked! Commercial travelers 
deserted old stamping grounds for the 
air-cooled hotel and restful sleep. 
Summer rates were arranged for lo- 
cal residents who wished to sleep in 
cool comfort. For the first time a 
Phoenix hotel finished the summer 
“in the black’, and during the winter 
of 1928 other Phoenix hotels were 
getting quotations on air-conditioning 
and cooling systems. 

The railroads in the meantime had 
discovered air-conditioning. They clos- 
ed car windows to desert dust and 
heat, and provided passengers with 
clean chilled air for comfort. Travel- 
ing habits began to change Southern 
routes were getting back summer tour- 
ist traffic, hotels got summer business 
and tourists began to stop off in Phoe- 
nix during July and August. 

The theatres took it up. After the 
first theatre announced afr-condition- 
ing and cooling it played to full 
houses afternoon and evenings. 
other theatres installed this modern 
comfort as a protective measure and 
were pleasantly surprised to note sum- 
mer ticket sales rise to winter heights. 
Folks sought the chilled air of the 
theatre for comfort the pic- 
ture was incidental! An office build- 
ing with vacancies tried air-condition- 


ing, with the result that other build- 
ing owners soon found that if they 
would rent an office in Phoenix they 
must first cool it. Then followed 
department stores, restaurants, groc- 
ers, garages and others in quick suc- 
cession. Even barbers and beauty 
shops were drawn into the maelstrom. 
Few women could stand the ordeal of 
a three hour baking for a permanent 
wave in a sweltering shop. Folks with 
money to spend sought cool places 
to spend it, and it was either cool off 
or close up. Second-rate hotels took 
advantage of improved cooling ma- 
chines to install and announce “New- 
est air-cooled hotel in town’ and 
take on new life. 

Bill boards as far east as the Mis- 
sissippi River boasted 1000 air-cooled 
hotel rooms in Phoenix exclusive of 
apartments and duplex flats. 

By this time Mr. Phoenix Resi- 
dent began to seek means to cool his 
home. With nearly every downtown 
building air-cooled there was no place 
like home for sheer stuffiness. Sleep- 
ing in screen-mesh rooms in the back 
yard and on the roof helped solve 
the problem of sleeping comfort, but 
Mrs. Phoenix Resident became en- 
vious of her husband's air-cooled of- 
fice retreat from the blistering mid- 
afternoon heat and demanded some- 
thing more than the everpresent elec- 
tric fan. One undeniable argument in 
her favor was the fact that she ought 
to be able to get some sort of a cool- 
ing system for about what it cost for 
the annual excursion to the summer 
resorts. 

To meet this demand for effective 
but economical coolers for the home, 
a local automobile radiator manufac- 
turer developed the so caled “radia- 
tor or extended surface” type air-cool- 
ing unit. This is not true air-condi- 
tioning equipment because it neither 
adds nor removes moisture, but it has 
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SUMMER Resort 


Phoenix, Arizona goes 


AIR CONDITIONING 


in a big way 


By Clotilde Grunsky 


One of the home-made air conditioning units which ap- 
. An 





peared in Phoenix by the th ds this 


electric fan, drawing air over wet excelsior does cool 








mer busi by putti 


Small business houses are next in line for air con- 
ditioning. This lunch room greatly increased its sum- ing 
in an i 











the air, but, of course, it raises the humidity as well. 


proved to be a very effective cooling 
system. A blower or fan draws air 
from the room into a cabinet where 
it is forced through a thin finned au- 
tomobile type radiator. Cold water 
which is passed through the radiator 
coils cools the air which is then blown 
back into the room. Cool water for 
the radiator comes from a well or city 
water supply. This water is run 
through a small cooling tower in- 
stalled on the roof or in the yard 
screened by shrubbery, and then 
pumped through the radiator. In 
some instances the outside cooling 
tower is replaced by a forced draft 
cooling apparatus in the basement. 
Air is blown through the return wa- 
ter which is sprayed over baffles. The 
water thus cooled by partial evapora- 
tion is pumped through the radiators 
as explained heretofore. In addition to 
this. the air blown through the forced 
draft water cooling apparatus is ear- 
ried through ducts into the attic and 
has been found to have reduced attic 
temperatures from 125° to 90°, thus 
adding to the efficiency of the cooling 
system. 


This radiator or extended surface 
type cooling system has outlived an 
early experiment in “washed air’’ cool- 
ing. The latter scheme cooled outside 
air by drawing it into the room 
through a large duct in which there 
was a battery of needle sprays. The 
mist thus formed by the sprayed wa- 
ter was quickly evaporated by the 
warm air drawn through it, thus 
cooling the air. While the air was 
appreciably cooled, the resulting rise 
in humidity was so discomforting as 
to offset any other advantages attrib- 
uted to this type of system. For larger 
installations this system has been aban- 
doned except as a precooling measure. 

The development of these systems 
whetted the public appetite for air 
conditioning and Phoenix was ready 
for complete air conditioning type 
when it appeared with its cooling and 
dehumidification features in a truly 
practical form last spring. 

At first, refrigeration air condition- 
ing dealers were a bit timid about 
approaching a prospective buyer and 
bluntly stating the price of the equip- 
ment. A compressor, dehydration 
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plant, filter, and blower installed in 
conjunction with a hot air gas fur- 
nace saves the cost of a duct system 
and distribution, but even so the cost 
will run from a base price of $750 
for one room with $250 for each ad- 
ditional room. Such a plant, with an 
ice melting capacity of from five to 
eight tons is designed for effective 
cooling of homes in the income brack- 
ets that can stand the price, and deal- 
ers learned to say “one thousand dol- 
lars” without turning a hair. If the 
customer wants comfort he pays for 
it. If not, he is simply not in the 
market for this type of equipment. 
Several dealers offered the portable 
type of self contained refrigeration 
units for cooling single rooms selling 
them for $500 up. The latter how- 
ever proved most effective for hospi- 
tal and apartment installations where 
the use of rooms shifted about. 
With the introduction of refrigerat- 
air conditioning the Central Arizona 
Light and Power Company, the Phoe- 
nix utility, took an aggressive part in 
the promotion of this new service. 
Loath to engage in active merchan- 


The Pay’N'Takit markets recently put in air condition- 
(note the cooling tower on the roof), which 
means that other morkets will soon do the same. 





dising in competition with dealers who 
sold more than 3000 electric refrig- 
erators in one year through utility 
cooperative selling and advertising as- 
sistance, but anxious to correct the 
impression that “It can’t be much good 
or the power company would sell it” 
the power company designed and pro- 
duced a promotional campaign for 
air conditioning. Not trade names, 
but the service of air conditioning was 
featured in a series of newspaper ad- 
vertisements. New installations were 
published — testimonials and photo- 
graphs published. The company stirred 
up prospects and offered full engin- 
eering advice and help to dealer and 
purchaser. Different makes of ma- 
chines were displayed on the power 
company sales floor. To dispell the 
idea that refrigerated air conditior- 
ing was too complicated, the power 
company and one dealer advertised 
“Free Trial over the Week-end” to 
demonstrate the simplicity of installa- 
tion. 

To say that this effort resulted in 
sweeping sales of air conditioning units 
(Please turn to mext page) 
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6 for... 
BREEZO 
VENTILATION 


Your service in selling your old customers the comforts 
and conveniences of washing machines, refrigerators, vacuum 
cleaners, etc., has established good will. 


Now approach them with ventilation — the modern “com- 





fort” necessity which assures cooler 
kitchens,“sleepable” bedrooms and 
better living conditions in homes 
and offices. 

Give your old customers a chance 
to try Breezo. You can install a 
Breezo Fan for home demonstration 
at practically no expense. That's 


what other Breezo dealers are doing 





PROSPECTS 


With Breezo Fans avail- 
able in seven sizes, 12” to 
36”, Breezo Dealers are in 
position to meet all com- 
petition in selling to the- 
atres, bowling alleys, ga- 
rages, stores, bars, cafes, 
restaurants, etc. 

Send for Bulletin 2321. 


and they’re turning a big percent- 
age of these self-demonstrations in- 
to profitable sales. 

Breezo Ventilating Fans — for 
home or commercial use — create 
new sales opportunities. Write for 
details of the Breezo Ventilating 
Fan line. 


BUFFALO ForGE Co. 


205 Mortimer St., Buffalo, N. Y. 
In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ontario 


BREEZO 


Ventilating Fans 























would be interesting, but not true. 
Many sales were made, to be sure, 
and dealers and manufacturers were 
well pleased with the result of the first 
summer's activity. 

One dealer of refrigerated air con- 
ditioning reported the sale of 25 units, 
“which he remarks was not bad when 
you consider our sales averaged but 
a little less than $1000 each. The 
equipment we have to sell is OK and 
we can guarantee the job once it is 
installed. Servicing is important, but 
not a real problem.” 

The dealers and manufacturers of 
the radiator or extended surface type 
of cooling equipment installed  sys- 
tems in wholesale quantities at prices 
ranging from $300 and $700 up. 
Neighborhood grocers placed cooling 
towers on the front of the roof to 
advertise a cool interior. Apartment 
houses pointed with pardonable pride 
to their cooling towers. The radiator 
cooler has dropped home temperatures 
twenty degrees lower than outside 
temperatures, and owners are now 
planning and installing small refrig- 
eration units to operate only on par- 
ticularly humid days for dehydration 
of the air. 

A two-cent block in the bottom step 
fo Phoenix electric rates makes home 
cooling in the summer comparable in 
price to house heating during the mild 
winter. 

The result of the promotion effort, 
of advertising by newspaper, radio, 
mailings, and by solicitation has re- 
sulted in the selling of an IDEA. 
Just how well this idea was sold is 
explained best by telling of the epi- 
demic of homemade units which sud- 
denly appeared. 

After experimenting for some time 
with burlap, sprinklers and fan com- 
binations, someone, unfortunately un- 
named here, conceived the idea of the 
“excelsior cooler.” 

The excelsior cooler is a boxlike af- 
fair set in the outside windowframe 
in place of the window screen. The 
side of the box set within the window 
is solid except for a hole in the cen- 
ter about 12 inches in diameter. Top, 


bottom and two sides of the box are 
also solid, being of composition boar: 
or plywood. The end of the box e, 
tending out from the window is made 
of an excelsior mattress held between 
two squares of fine mesh chicken wir: 
A copper tube with pinholes an incl 
apart is laid across the top of the 
mattress, and connected to the wate: 
supply, usually via the garden hose. 
An electric fan, or automobile fan 
mounted on a fractional horsepowe: 
motor is set inside the box direct) 
against the twelve-inch hole. 

When in operation, the water is 
turned on and filters down through 
the excelsior, and the fan blows air 
from inside the box out into the room. 
The only inlet for air is through the 
wet excelsior, and air thus entering 
is cooled by evaporation of the water 
and blown into the room. Surprising- 
ly enough, some of these installations 
have actually reduced room tempera- 
tures as much as 20 degrees. 

This is makeshift comfort, of course, 
and the humid water cooled air is not 
an absolute success, but as user say, 
“It’s better than nothing.” Power 
company meter readers counted and 
found that one out of every ten do- 
mestic customers has an excelsior cool- 
er of one type or another. The epi- 
demic spread to small stores too. One 
small community near Phoenix with 
700 electric meters, has 300 of these 
excelsior coolers. 

Dealers feel that the home made 
cooler is an expression of a desire for 
something in the way of cooling fo: 
the home, and they are making pros- 
pect lists accordingly. 

Exclusive of the “excelsior coolers” 
Phoenix claims more real air-condi- 
tioned homes and buildings than any 
city in the United States regardless 
of size, and Phoenix has turned the 
bogey man of summer heat into a 
distinct advantage. One of the local 
newspapers recently featured a car- 
toon depicting Phoenix as a summer 
resort. The joke was appreciated, but 
air-conditioning in Phoenix, in spite 
of the excelsior coolers, is no joke. 
It is a thriving business. 
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HOW LONG HAS TH | \ BEEN GOING ON? 


@ It must be a little disconcerting to find 
that there ARE A LOT OF DEALERS 
who show a consistently high record of 
NET PROFITS on their refrigerator sales 
year after year —- especially if you have 
had a few headaches with those things 
called ‘‘service expenses.” 

One such dealer remarked, after relieving 
his service-expense headache, “‘I’d have 
saved hundreds of dollars if I'd never 
handled anything but Westinghouse.”’ He 
handles nothing but Westinghouse right now 


in common with 71‘; of the typical West- 
inghouse dealers whose records are on file. 

It’s pardonable, too, if you’ve never 
handled Westinghouse Refrigerators, to 
wonder ‘“‘how long has this been going on?”’ 

So, the answer is: this has been going on 
for a long time, and will continue to go on 
for a long time longer. 

And, if you are interested in net profits 
on refrigerator sales, read what these other 
dealers have to say on the subject, speaking 


from their own experiences. 


@ Independent investigators called on Westinghouse Refrigerator dealers of all sizes in all parts 
of the country, and asked them how they worked and what progress they had made. 

Reports of 101 of these dealers, scattered over 42 states and located in communities ranging 
from 1,200 population to nearly 2 million, are gathered into this book — ‘‘/0/ Typical Westing- 
house Refrigerator Dealers Tell How They Work.”’ 

Here is the dealer’s own answer to another dealer’s question, “‘How About Real Net Profits 


on Refrigeration?”’ 


If the question has come to.your mind, let these dealers give you their answers, uncolored and 


based on their own experiences. 


Send for this interesting FREE book today; address your request: 
WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY, Mansfield, Ohio. 


Westinghouse (2. figerators 
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HIS month... with the longest nights in the year... 
means that people are burning incandescent lamps 
more than at any other time. Your customers will be 
more apt to realize how many empty sockets they have 
. how many burned out lamps...how many lamps that 
have been blackened through long use. 


And with the holiday period just ahead, many of your 
customers will want new lamps not only for replacement 
but also for Christmias and New Year’s parties... and 
for decorative purposes expressing the good cheer of the 
season. These are just a few of the reasons why you will 
find it means money in your pocket to feature G. E. 
Mazpa lamps this month. 


Remember, too, that General Electric is bombarding 
your customers with an average of 750 Mazpa lamp ad- 
vertising messages a minute in the nation’s leading maga- 
zines, to help bring more lamp customers into your store. 


Keep your lamp merchandiser and G. E. Mazpa lamps 
clean... display them prominently “right up front” or 
near the cash register. Use a current G. E. Mazoa lamp 
advertisement to tie in with the national advertising. And 
finally, ask every customer to buy these lamps that stay 
brighter longer ! 

“THE MELODY MASTER” 


Invite your customers to hear the new radio program,“The Melody Master” 

. dedicated to Better Light-Better Sight. Broadcast every Sunday night at 
il P. M. (Eastern Time), 10 P. M. (Central Time) over NBC red network 
stations including: WEAF, WEEI, WJAR, WTAG, WTIC, WCY, KYW, 
WFBR, WRC, WBEN, WTAM, WWJ, and WMAQ. 
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A Sales Closer for Radio 


Weil & Company, Detroit 
Furniture Store, Allays 


Unuttered Fears of 


Prospects With $5 Policy 


HEN you have a fellow’s 
tongue hanging out for ra- 
dio, when he has a job and 


is getting along in the world, and 
still won't buy, what can it be that 
is holding him back? 

H. M. Mathias, general manager, 
and Harold C. Huntington, manager 
of the radio department for Weil & 
Co., Detroit, delved deep into psychol- 
ogy to find the answer. It came up 
classified under Fear— Fear of losing 
one’s job—Fear of sickness—Fear of 
undertaking something that could not 
be accomplished. 

“We call it Weil’s radio club,” 
Mr. Huntington explains, “Anyone 
paying $5 extra above the price of his 
radio gets the following proposition: 

(1) Installation of all-wave aerial. 

(2) One year radio service. 

(3) Tubes guaranteed a year. 

(4) Guarantee of radio against de- 
fective parts or workmanship. 

(5) One year replacement guaran- 
tee for fire, especially in home. 

(6) Instant replacement of radio 
tubes damaged by electrical distur- 
bance in the home. 

(7) In event of death unpaid bal- 
ance is cancelled, radio becomes heir’s 
property. 

(8) Special protection in case of 
sickness or unemployment. 

(9) Privilege of exchanging radio 
for different models within 30 days 
of original purchase. 

(10) Foreign broadcast radio book. 

All risk on the Weil policy is car- 
ried by the house, it being a sales 
feature rather than a real insurance 


ob [nsurance 
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WEIL & CO. 





A policy gives the store's own touch to nation- 
ally advertised radio, Harold C. Huntington says. 


policy. Paragraph 8 covering sickness 
or unemployment is really an offer to 
string along with the unfortunate pur- 
chaser for a while. 

However, the interesting possibili- 
ties of insurance as a sales factor led 
Electrical Merchandising to talk to 
several insurance men to determine 
just how such a program could be 
set up in case it ever grows to im- 
portant dimensions. For a policy per- 
mitting cancelling of unpaid balance 
in event of death it would be neces- 
sary to set up a reserve of $7 per 
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$1000. This represents the insurance 
coverage for an average age of 35. For 
illustration, a firm doing $100,000 
a year in radio sales and offering this 
type of insurance protection would 
need to set up $700. 

Insurance against destruction by fire 
in the home would run much cheaper, 
about $1.20 per thousand, or $12.00 
for a $100,000 worth of business. 

There could be no insurance ob- 
tained for protection against sickness 
or unemployment, although one insur- 
ance man guessed that a reserve of $2 


Even the advertise- 
ments of the Weil 
Company feature the 
World Wide Radio 
Club which guaran- 
tees buyers a year’s 
service for $5. 


per thousand would give good pro- 
tection. 

“We sell the same makes of radio 
at the same prices as many other stores 
in Detroit. This special policy gives us 
talking points that become Weil ad- 
vantages,” says Mr. Huntington. 

While Weil & Co. absorb the car- 
rying charge on radio sales the firm 
is very careful not to sell on a no- 
money-down basis. They get a good 
down payment, inasmuch as years of 
selling on installment has taught them 
that this is the one thing that is es- 
sential. 

Approximately 10 per cent is al- 
lowed on trade-ins and the models 
coming in are mostly depression mid- 
gets. All ot the old home-made sets 
and other jelopys are now off the mar- 
ket in Detroit, Mr. Huntington de- 
clares and the 1930 consoles are just 
beginning to show up in trade. 
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HE CRADLE OF CIVILIZATION, the Nile 
Deas gave us our first man-made Bronze 
around 3500 years ago; about 400 B.C., the 
Etruscans first used it as armor for themselves and 
their chariots. . . . This basic discovery of old 
still serves us today —as does also the basic dis- 
covery by A. L. Marsh in 1906 which first gave 
to mankind the advantages of Electric Heat. 

This was Marsh's discovery of the nickel- 
chromium resistor, Chromel, which first put to 
practical use the long known fact that heat could 
be generated by passing electricity through wire. 
And thus Chromel created, and sustains, tor you the 
When Chromel 


market tor heating devices. . . . 


iri 


was first developed it had more than 300 times 
the durability of any resistor then known. And 
in the past few years the useful life of elements 
made of Chromel has been more than doubled. 

. So, when, you sell good devices that are 
Chromel equipped, you do so with confidence 
that they will give fine service and build good- 
will for you. And as you give your sales talk, 
we suggest that you-speak of the Chromel 
elements because, of course, the element is the 
heart of the device . . . (We have tor free distri- 
bution a handy little gadget, called a Heating Unit 
Calculator. Why not send for it?) Hoskins 
Manufacturing Company, Detroit, Michigan. 


HROMEL 


THAT MADE ELECTRIC HEAT POSSIBLE 





PAGE 12 


DECEMBER, 1935 — ELECTRICAL MERCHANDISING 








The Electric Kitchen Modern- 
izing Bureau became an established 
fact at a meeting called by Chairman 
George E. Whitwell on Novembe: 
7, at Cleveland. For some months 
preparations have been in progress. 
Appointment of organizational mem 
bers and the raising of funds for the 
first year’s effort are completed. 

The National Electric Kitchen 
Bureau is sponsored jointly by the 
Edison Electric Institute and the 
National Electrical Manufacturers 
Association. The purpose will be to 
supervise and coordinate all nation- 





William Hog ident of the Chicago 


* Vitreous Enamel Product Co., removes a porcelain 


enameled washing machine part from one of the 
experimental furnaces in the company's new lab- 
oratories. His audience consists of some mem 
bers of the company's executive and technical 
stoff. | diately behind Mr. H is D. B. 
Walters, vice-president in charge of sales and 
service. To the right is E. Hogenson, Jr., execu 
tive vice-president and treasurer. 





al activities for the promotion of the 
All-Electric Kitchen, and to promote 
local activities designed for the same 
purpose. It is understood that this 
will be a sustained program over a 
three-year period. 

Mr. Whitwell announced that the 
membership of the National Bureau 
would be made up of three classes- 
Regional Directors, Members - at - 
Large, and an Executive Committee. 
A set of By-Laws was approved and 
a complete Plan of Activity was pre- 
sented and accepted. The Plan in- 
cludes an outline for national man- 
agement. A Division of the Commer- 
cial Department at E.E.1. Headquart- 
ers will be set up to operate the Kit- 
chen Modernizing Program and Mr. 
R. E. Barnes, formerly Assistant to 
the President of West Penn Electric 
Company, has been placed in charge. 
The Secetary of the Bureau is O. C. 
Small of the staff of N.E.MA. 

The Plan includes a division of the 
United States in zones each with a 
Regional Director; and details of or- 
ganization of local Electric Kitchen 





a ad 
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Bureaus and methods of cvordination 
and cooperation with the National 
Bureau in order that they may func 
tion most effectively. Representatives 
of the Bureau will be in the field to 
aid in organizational work and_ for 
presenting the messages of the Nation 
al Program before local groups. 

The publicity and promotional pro 
gram includes the publication and dis- 
tribution of Plan Books, a booklet on 
kitchen plans; preparation of mats for 
local newspaper advertisements; dis- 
play material; radio transcriptions 
and general publicity service. 

The Kitchen Modernizing Program 
will be tied in with the Federal Hous 
ing Program on general moderniza- 
tion of the home. 


Better Light-Better Sight is get- 
ting its first real national promotion 
on the air these days. Sponsored by 
the General Electric Company and 
some 25 utility companies locally, it 
consists of 26 half-hour programs 
featuring Matt Clemens, the “Mel 
ody Master.” The broadcast began on 
Sunday, October 20. Homer Croy 
well-known American author wrote 
the script for the series. 

Much of its success depends on 
the number of utilities that will join 
in sponsoring the program to fur- 
ther the cause of better seeing in thei 
own localties. 


In the interest of the ultimate con- 
sumer the Illuminating Engineer- 
ing Society has, through its new 
shade specification and separate certi- 
fication of shades made it possible to 
permit a choice of shades when .pur- 
chasing a complete I.E.S. lamp. Here- 
tofore, only lamps complete with 
shades have been certified and equip- 
ped with tags. Under the new ar- 


tags. Retail dealers desiring to give 
purchasers of I.E.S. certified lamps 
a choice of shades can thus be assured 
of performance according to I.E.S. 
specifications. 

A full and detailed plan of how 
these new shade specifications and 
separate certification for shades will 
be injected into the present certifica- 
tion program is in process of develop- 
ment. 










That most widely-owned electric appliance 
—the iron—still goes strong in campaigns 
The lowa-Nebraska Light & Power Compo 
ny got through a 60-day drive recently and 
employees sold 1,560 irons to the 48,714 do 
mestic customers of the company. Billed os 
the “Second Annual Iron Derby,"’ the cam 
paign smashed last year's record of 618 
irons conclusively. In the picture, H.F. Boeh 
ner presents the first prize award, a pen 
and pencil set, to Ruby Beasley, leader of 
the women employees. At the left is R. M 
Oliver, advertising director and at the right 
Cari Davis. The irons campaigned were the 
Westinghouse and the Hotpoint 


Williams Oil-O-Matic Heating 
Corporation of Bloomington, LIL, de 
clared a dividend of 50 cents on ever) 
share of capital stock outstanding at 
their recent meeting of the Board of 
Directors. 


Zureka had such good results with 
their free attachment campaign dui 
ing the month of October that it was 
extended to run during November 
too. 


Georgia Power have achieved one 
definite goal they set out for: their 
average annual residential consump 
tion is now 1,011.5 kilowatt-hours. 





Kelvinoter officials di a oe ASN i. : a Appliance sales, too, are ahead of last 
rangement. effective after November vinator officiqls discuss their final plans before leaving for coast to coast meetings i se ae : 9 “os 
l 1935, shad + LE S. ls : announcing 1936 plans. Left to right: Sam C. Mitchell, ad manager; Vance Woodcox of yous despite the tact that 1934 - . 
, 1935, shades for I.E.S. lamps may Geyer, Cornell & Newell; Wolter Jeffrey, domestic ad manager; V. J. Mcintyre, do a record-breaking year for this Com 
be tested, certified and sold separately. mestic sales manager; G. Strelinger, general assistant to H. W. Burritt (right) vice monwealth and Southern property. A 
They will carry special certification president in charge of sales. 


comparison of the nine months figures 





Fs 
4 


i LETTER ON 








P. B. Zimmerman, newly appointed sales head of General Electric's four sales divisions, 
had a ‘Red Letter Day" recently when GE appliance salesmen staged a nation-wide 
drive and totalled $1,365,227 in retail sales for November |. Here are returns coming in 
to Hotel Statler in Cleveland where hourly reports were received from 56 distributors. 


Thirteen children, aged 11 to 15, participated in an ironer contest at the Hurley Machine 
Company (Thor) recently. Six cooperating dealers were present and three cash prizés 
were awarded the winning children. There's nothing like getting the younger generation 
interested in-electrical equipment through contests of this kind 
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A CORDITIS* CARRIER! 
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Christmas is no time for comic 
Valentines or April Fool jokes, 
nor is it time for useless Christ- 
mas gifts. 


Electrical appliances equipped 
with old-fashioned plugs and 
dangerous sub-standard cords 
are soon useless annoyances. Sell 
sincere Christmas gifts—ones 
that will work because they are 
equipped with Corditis-prevent- 
ing Belden Electrical Cords. 
They mean extra profits because 
Belden Electrical Cords 
identify the better products. 

Use this new slogan— 
Give something electrical 
—but useful—this Christmas. 


Belden Manufacturing Company 
4663 W. Van Buren St, Chicage 


#& CORDITIS—a« danger- 
ous disease of electrical 





cords; the symptoms are 
frayed wire and broken 
plugs. It causes severe men- 


tal irritation violent 
aervous di s among 
electrical appliancé users. 


CORDS 








for 1935 compared with the same 
period last year follows: 


First Nine — First Nine 
Appliance Months,1935 Months,1934 
eS a 2,991* 2,123" 
Refrigerator... 8,730* 9,214 
Water Heater 1,791* 1,033* 
Water Pump... 254 153 
Portable Lamp 6,525 3,282 
NS ee 6,895 18,346 
Heating Pad...... 819 610 
Percolator ...... 5,244 1,839 
a 697 403 
CO aaa $35 521 
Waffle Iron ...... 1,407 790 
Home Laundry 626 947 
Lamp Bulbs..288,257 217,063 


*Includes rentals. 


Members of Washington's Elec- 
tric Institute got news this month 
when they received a letter from 
William McClellan, president of the 
Potomac Electric Power Company, 
advising them that arrangements had 
been completed to finance their ap- 
pliance paper. 

A copy of the letter follows: 

“The Potomac Electric Power 
Company has completed arrangements 
whereby, beginning Nov. 1, 1935, 
it can offer financing facilities for 
Conditional Sale Contracts to mem- 
bers of The Electric Institute, in con- 
nection with the sale of recognized 
electric appliances. 

“Financing will be at rates ap- 
proved by’the Federal Housing Ad- 
ministration under the National 
Housing Act. 

“The electric appliances on which 
applications for financing will initi- 
ally be considered are as follows: 

Refrigerators, Ranges, Air Condi- 
tioning Machines, Dish Washing Ma- 
chines, Water Heaters, Furnace Burn- 
ers and Stokers, Clothes Washing 
Machines, Ironing Machines, Built- 
in Electric Kitchens. 

“Financing will be for Contracts 
having maturities ranging from one 
to three years and for minimum 
amounts ranging, respectively, from 
$50.00 to $150.00. Larger amounts 
may be financed under any of the 
maturities, and in certain instances 
contracts for longer maturities will 
be considered. 

“It is intended to purchase Con- 
tracts without down payments there- 
on, and without recourse against the 
Seller of the appliance”. 


John Van Benschoten, the pioneer 
automobile distributor in Poughkeep- 
sie, New York, who went into the 
appliance business as a sideline a few 
years ago, has sold the electrical end 
of the business to Poucher, Wood 
& Wallin, Inc. Larger quarters have 
been leased at 407 Main Street. G. 
Harvey Wood is secretary-treasurer 
of the new company. He was sales 
manager of the Van Benschoten elec- 
trical business for manv years. 


Two old-time specialty dealers-- 
and two of the most successful in the 
country—-took space in their local pa- 
pers recently to celebrate anniversa- 
ries. Gordon L. Hayes of Troy, N 
Y., celebrated 20 years in business 
and ran pictures of his business as- 
sociates and employees. Edward L. 
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Pearson, in Brockton, Mass., com- 
memorated his twenty-five years in 
the appliance business by moving from 
his old quarters at 64 Legion Parkway 
ue to a new and bigger store at 39 Bel- 
ad mont. 


me 


The Automatic Washer Com- 
pany, Newton, Ia., announce the ap- 
pointment of the following distribu- 
tors for their washers and ironers: 
Schuster Electric Company, 2169 
Spring Grove Ave., Cincinnati, O.; 
the S. J. McCormick Co., 430 South 
West Fifth Ave., Portland, O.; and 
the Hughes-Bozarth-Anderson Com- 
pany of Oklahoma City for the State 
of Oklahoma. 


J. J. Pocock, Inc., 1920 Chest- 
nut St., Philadelphia, Pa. has just been 
+h named distributor of radio receiving 
sets and accessories by the Stromberg- 


‘ Carlson Telephone Manufacturing 

x Company of this city, covering East- 

d ern Pennsylvania, Southern New Jer- 
sey and the State of Delaware. 

és Since 1919, J. J. Pocock, Inc., have 
been distributors of Frigidaire prod- 

. ucts in the same district outlined 

“ above. 

, 

r 

_ The Vilter Manufacturing -Com- 

% pany of Milwaukee, Wisconsin, and 

d the Baker Ice Machine Company, In- 
corporated, of Omaha, Nebraska, are 

the most recent additions to the mem- 

q bership of the Air itioning 

l Manufacturers’ Association. 


Electric range sales by dealers so 
far this year show an increase of 125 
per cent over the same period last 
year, according to J. R. Poteat, man- 
, ager of the electric range division 
: of General Electric Company's 
, specialty appliance department. Re- 
tail sales—or sales by the retail depart- 
ments of distributors — show an in- 
crease of 98 per cent. 


(Please turn to page 18) 





FRANK L. ROBINSON who was con- 
nected with the L. H. Bennett Company 
in San Francisco, subsequently Electric 





Appliances, Inc., in the capacity of 
branch manager in both San Francisco 
and Oakland, has joined the Colvin- 
Templeton Company, San Francisco dis- 
tributors of Westinghouse appliances, as 
manager of their Laundry Equipment 
Division. 
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WEMBLEY STADIUM [England] Seats 126,000 


BUT THERE'S NO GUESSING ABOUT 
WHICH IS THE WORLD'S BIGGEST 


MAGAZINE... its 


circulation is twice 


as big as that of its nearest competitor! 


@ 125,000 people sounds like a pretty big 
crowd. But to get an idea of what a really 
big crowd is, picture this ‘in your mind: It 
would take forty-four Grant Park Stadi- 
ums, packed to capacity, to equal in round 
numbers the circulation of the world’s big- 
gest magazine ! 

For every week The American Weekly 
reaches more than 5,500,000 families . . . 
double the circulation of any other maga- 
zine on earth! It 
reaches 1 out of 5 
to 1 out of every 2 
families in the first- 
line buying areas, 
where 70% of the 
nation’s families 
live and make 80% 
of all retail pur- 
chases. 






AMERICAN 
WEEKLY 











MORE THAN 
5,508,000 
CIRCULATION 


NEAREST 
COMPETITOR 
CIRCULATION 


That’s the kind of circulation ,backing 
you get from manufacturers who advertise 
in The American Weekly the daily necessi- 
ties and luxuries you sell. 


What The American Weekly is 


The American Weekly, the largest maga- 
zine in the world, is distributed through 
the 17 great Hearst Sunday Newspapers. 


In each of 158 cities, it reaches one out of 
every two families 


In 146 more cities, 40 to 50% of the families 
In additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 0% 


. . . and more than 1,982,000 addition- 
al families in thousands of other large 
and small communities buy and read The 


American Weekly. 





“The National Magazine with Local Influence” 


Main Office: 


959 Eighth Avenue, New York City 
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&é 
WHEN SIM” simpLiries 
YOUR SELLING 


@ The new Westinghouse SIMPLOGRAPH 
certainly speeds up the selling of commer- 
cial refrigeration. This ingenious device 
eliminates the “higher mathematics” 
formerly used in estimating. It simplifies 
the selection of condensing units and coils 
... gives you all the answers correctly, 
in a matter of seconds. 

Faster estimating means faster, easier 
selling. It means getting down to “brass 
tacks”’ on the first call, quickly finding out 
how interested the prospect is. Jt means 
more prospects seen ... more good 
prospects located...more business sold. 


YOU'LL LIKE THE 
WESTINGHOUSE LINE 


When you sell Westinghouse Commercial 
Refrigeration —- or Water Coolers — you’ll 
find every job uniformly “right”. . . the 
equipment efficient and economical... 
both you and the customer making money. 


GET THE FACTS! 


Get all the facts about Westinghouse 
Simplified Commercial Refrigeration. 
You'll like the line; you’ll like the setup. 
And you’ll find the SIMPLOGRAPH has 
taken the “mystery” out of commercial 
refrigeration. Write today for full details. 
Westinghouse Electric & Manufacturing 


Company, Mansfield, Ohio. 


Distributorships available in a few 
major cities. Write for information. 











“I'm pretty busy 
right now—” 
~~ 


BP ee 




































“But, | can tell you 
what you need in five 
minutes...also exactly 
what it will cost you.” 


Westinghouse COMMERCIAL REFRIGERATION 
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BILL BIGALTE 


of St. Louis, outlines his 
rules for a satisfied force 


“| BIGALTE 
BIGALTE ELECTRIC 


ee 1 SNRs 


FREE 


_~ 





ORE than a decade ago, a 

Eureka vacuum cleaner sales- 

man set up shop in the base- 
ment of his St. Louis home. W. ( 
(Bill) Bigalte had come to the big 
town from Denver, had piled up a 
record as a stem winder salesman and 
wanted to go into business for him 
self. 

That is where his reputation as a 
handler of salesmen began. He had 
worn the shoe himself and knew 
W he ‘re it pinched. 

“A lot of outfits selling appliances 
employ the old real estate scheme,’ 
said Mr. Bigalte. “They are continu- 
ally running classified advertisements 
for salesmen. These men are given 
the whole big wide world to make 

living in. Actually, they sell their 
mother-in-law and cousin Chester and 
fold up like morning glories. The 
firm that hired them knows this will 
happen and figures on making a profit 
out of this huge turnover. Little do 
they realize that the poor salesman, 
trying to survive, will fairly pull the 
pictures off the prospects’ walls. In 
his desperate efforts he will promise 
anything. Eventually the firm dealing 
in salesmen gets a black eye, earns a 
reputation as a borax house, loses its 
good trade. It’s an unsound practice.” 

The fact that Bigalte’s has grown 
steadily during the depression some- 
how indicates that his point of view 
works. There are fourteen men work- 
ing for this firm, and most of them 
have been on the job from three to 
six years. None of them look hungry. 


CO. 


salesmen. 





SO THAT CUSTOMERS MAY CALL FOR THEIR FAVORITE 
SALESMAN, A LIST OF NAMES IS KEPT ON THE WALL. 


The efficiency of the staff is of such 
standing in St. Louis that when Fa- 
mous Barr wanted a head for its radio 
department it appointed a_ Bigalte 
man, Henry F. Birkenstock. 

Bigalte is a disciple to the belief 
that a salesman must earn a good liv- 
ing if the firm is to prosper. He has 
not packed his roster with salesmen, 
even though the work is mostly house- 
to-house. In fact, an applicant for a 
job is rarely hired on the first appli- 
cation. He must show his selling abil- 
ity before getting any floor days. 

The men get no drawing account 
and are not permitted to put any 
1.0.U.’s in the cash register. “In fact, 
the easiest way I know to spoil a 
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salesman is to advance him $50,” says 
Mr. Bigalte. 

Every morning the men meet at 
8:30 at the store on Gravois Avenue. 
A salesman is fined 10c if late, a su- 
pervisor 20c, and a sales manager 30c. 
Fines go into a common pot to be split 
up later among high men. 

The men canvass for repair work 
rather than for prospects. Each one 
is qualified to take care of minor 
things himself. Major jobs are en- 
tered in the black book and the service 
man is sent into the picture. Out of 
25 calls, Bigalte men average one 
prospect and two suspects for new 
merchandise. That’s enough to make 
outside work pay, especially if there is 


W. G. Bigalte — who rules 
his salesmen with a card 
file and (at left) with the 
big Bigalte stock; floor time 
really means something to 













some service work rolled up at the 
same time. Every six salesmen have a 
supervisor along with them. 

Salesmen rotate by half days on the 
floor. When Mr. Bigalte pitches in 
and helps one close a deal, the com- 
mission always goes to the salesman. 
Compensation on standard profit items 
is arranged on this basis: 

The salesmen get 10 per cent 

The salesmanager gets 3 per cent 

The supervisor gets 2 per cent 

The house gets 10 per cent. 

It is a practice of Bigalte to work 
from the mark-up. When the house 
is cut short on an item, the salesman’s 
commission is shortened an equal 
amount. The reverse is true if the 
house gets a long profit. Thus a juicy 
buy means as much to the salesman as 
it does to Mr. Bigalte. 

The amount allowed on trade-ins 
is set up before canvassing starts. The 
salesmen know well that if they give 
anything beyond this allowance it 
comes out of their commissions. 

The firm is shying away from this 
no-money-down, three years to pay 
method of financing. 

“It is too dangerous,” says Mr. 
Bigalte. ‘Particularly where the deal- 
er has any contingent liability. We 
have no new deals coming in now on 
a no-money-down basis and less than 
ten deals with old customers. 

The average priced washer sale for 
1935 has been around $70. There are 
no $39.50 machines in stock, and very 
few lw®ted at $59.50 according to Mr. 
Bigalte. The firm carries ABC and 


Easy washers, Grunow and Norge 
refrigerators, Emerson Fans, GI 
clocks, Eureka vacuum cleaners, Sin- 


ger sewing machines and a host of 
small appliances. 
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.guarding your 
reputation ~— 


PRODUCT OF 
GENERAL MOTORS 


You can trust the washing machine that has a 





Sunlight motor. For Sunlight motors always oper- 
ate quietly and dependably—giving years of 
trouble-free service to your customers ... building 
greater good will for you and safeguarding your 
reputation as a dealer. Washing machine manu- 
facturers know that every time you sell a Sunlight- 
powered washing machine you make another 
friend—both for yourself and for the washing 


machine. That is why Sunlight motors are stand- 


wig / 
a 


ard equipment on so many washing machines. ~ +3 


SUNLIGHT ELECTRICAL COMPANY, Warren, Ohio 
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On the RECORD 


CONTINUED FROM PAGE 15 sommmmme.. 





Tactful direction by Peter Grim: 
the Administration’s realtor, and tl 
showmanship of Henry A. Guthri 
chief of FHA’s exhibition unit, wi 
put over the most extensive series « 
housing shows (BW-—Sept. 28, '35 
that the country has ever seen. C 
operating with the Government spor 
sors is a housing display council rej 
resenting 150 manufacturers of build 
ing materials and equipment, and th 
National Association of Real Estat 
Boards. 

The first home show will open ir 
the Fifth Regiment Armory, Balti 
more, Jan. 4. San Diego will add 
this attraction to the Americas Expo 
sition Jan. 15. Kansas City, Mo., is 
signed up for Feb. 10. Definite dates 
have not been set for the other shows 
but Buffalo, Philadelphia, Houston, 
Oakland, Miami, Minneapolis, Louis 
ville, Chicago, Milwaukee, Indianap- 
olis and Boston are keeping the wires 
to Washington hot. Location and tim- 
ing are in the hands of an executive 
committee of the manufacturers’ dis- 
play council. 

Furnished with models of show 
properties turned out by FHA’s art 
department, Guthrie's office in Wash- 
ington is a housing show in miniature. 
FHA will furnish two carloads of 
such equipment to be routed fron 
city to city with a “stage carpenter” 
to set it up. The layout includes the 
principal structural and decorative 
units for the whole floor. Unique in 
design are 12 “talking towers,” 17 ft. 
high and 3% ft. in diameter, that will 
broadcast within a 6-ft. range a syn 
chronized story of FHA’s single-mort 
gage system and its modernization 
credit plan, together with talks on 
building materials and equipment. 

The character of the shows will be 
controlled by regulations of the dis- 
play council in order to confine them 
to manufacturers and distributors of 
building material and equipment and 
home furnishings, excepting only food 
and refreshment stands. Each show, 
however, must be sponsored by the 
local FHA better housing committee, 
the real estate board or other groups. 
FHA will furnish a publicity man 
with show experience and is preparing 
newspaper mats, movie trailers and ra- 
dio continuities. 

A complete home built and fur- 
nished by local enterprise will be the 
central feature of most of the shows. 
The rules require that if such a house 
costs, for ex ample, $5,000, its furnish- 
ings and equipment must be priced 
within the budget of a family living 
in a house of that class. 

To restrict attendance to people 
having legitimate interest in the ex- 
hibitions, admission charges will be 
fixed at a minimum of 25c, maximum 
50c. All shows will be financed local- 
ly, but sponsors are instructed to keep 
space rental rates to a minimum. Ad- 
vertising and other promotion work 
to build attendance will be left to the 
sponsors, with the request that so- 
called cooperative advertising between 
manufacturers and local distributors 
should not be used except by those 
manufacturers who now have a na- 
tional plan of this nature in effect. 
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FLOYD METZNER 
kK‘ IR selling the most ABC wash- 


ing machines during a campaign, 
Salesman Floyd Metzner of the 
Union Gas and Electric Company, 
Cincinnati, got a check for $125, plus 
a radio from the Johnson Electric 
Supply Company. 





G. A. NOONAN 
Biba is G. A. Noonan, man- 


ager of the electric range de- 
partment of the Jennings Furniture 
Company of Portland, Ore. During 
the recent six-weeks free wiring range 
campaign held under the auspices of 
the Portland General Electric Com- 
pany and the Northwest Electric 
Company, Mr. Noonan established a 
local record by personally selling 175 
electric ranges (Monarch). 





HOYT DODSON 


URING the first ten days of 

the latest General Electric home 
laundry equipment selling drive, the 
“Spotlight” Campaign for dealers and 
dealer’s salesmen, Hoyt Dodson, star 
salesman of the Wood River Electri- 
cal Co., Wood River, Illinois, sold 10 
washers and one ironer. The excep- 
tional nature of this performance is 
evident, in view of the population of 
the town, which is only 8,500. De- 
spite the apparently small market, 
Dodson’s firm has consistently aver- 
aged 125 washers per year for the 
past four years. 


MILLER AND 


ELL, here are a couple of boys 

that certainly rate tops in any 
selling Hall of Fame. A sales bulletin 
of the Pacific Gas & Electric Com- 
pany announced that A. T. “Bert” 
Miller had won the coveted Blue 
Vase for being leading man in the 
North Bay Division. He got in the 
100 Per Cent Club by virtue of the 
following record: His sales for the 
first seven months of 1935 comprised 
82 electric ranges, 58 electric water 
heaters and 65 kilowatts of electric 
heating. His code includes (1) or- 
ganizing each day’s work the day 
before (2) hitting the phone in the 
morning for evening appointments 
(3) evincing some personal interest 
in the affairs of his prospects and cus- 
tomers (4) avoiding a big display 
of sales literature (5) and never rush- 
ing the prospect into a hasty decision. 
But competition for honors runs 





SUTHERLAND 


ND here are the two men who 
rated tops in the recent West- 
inghouse “ Mobilaire” air conditioning 
campaign. Eight first prize winners 
from various territorial distributors 
sold more than 200 units in the time 
allotted for the contest the four 
summer months. W. C. Sutherland 
of the Danforth Company, Pittsburgh 
distributors; and S. J. Shure of the 
Natkin & Company, St. Louis were 
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DONAHUE 


high in P. G. & E. Promptly H. M. 
Cooper, sales manager of the Drum 
Division of the company had another 
candidate up for the Blue Vase. It 
was W. C. “Neal’’ Donahue who had 
only sold lighting up to April of 1934. 
Switching to appliances he began to 
burn things up. Here’s his record for 
eight months of 1935: 96 electric 
ranges and 131 electric water heaters 
—$8,740 worth of annual revenue to 
the company. That also means that 
for 204 working days, Neal sold 1.13 
appliances per day. In addition, he is 
president of the 1934 100 Per Cent 
Club leading all salesmen with 184 
per cent of quota. 

M. Crawford, general sales 
manager of the Pacific Gas & Electric 
Company at San Francisco gave us 
the dope on these lads. He writes us 
that he likes the Selling Hall of Fame 
and is starting one for his own boys. 





AND SHURE 


the high men. According to Suther- 
land there are only two logical ways 
to go about selling air conditioning 

comfort or profit. Once that is fix- 
ed, everything follows. In addition, 
he believes in knowing your competi- 
tor’s products as well as your own. 
Shure believes simply in being so com- 
pletely sold yourself on the product 
you are selling that your confidence 
will have its effect on the prospect. 





E. B. HANSEN 
( UT at the Northwestern Pub- 


lic Service Company in Huron, 
South Dakota, they tell us that E. B. 
Hansen, “Eddie” to the gang, person- 
ally sold 15 electric ranges and 10 
electric water heaters in a 60 day 
campaign held during July and Au- 
gust and that the job was accomplish- 
ed in competition with cheap man- 
ufactured gas. Eddie belongs to the 
retail sales force of the Yankton Di- 
vision which is headed up by R. L. 
Schwichtenberg, commercial manager. 





HERBERT L. GROSS 


sie N April 20, I sold my first 

electric refrigerator and the 
sale marked my beginning in retail 
selling as a business, as I have hereto- 
fore advertised only for radio service.”’ 
Thus Herbert L. Gross, Crosley 100 
Percenter at Hampstead, Md. tells 
his story as a salesman for electric 
refrigerators. 

Mr. Gross is located in a town with 
a population of 900. About 300 feet 
from his store is an active competi- 
tor who for the past two years has 
employed two full-time and four part 
time salesmen in addition to himself. 
Until recently this competitor had 
been the exclusive dealer in the county 
for a very much advertised electric 
refrigerator. This dealer had some 
250 refrigerators installed throughout 
the county as against Mr. Gross’s 
three when he started in business this 
spring. 

Yet Mr. Gross made an outstand- 
ing record of sales that qualified him 
for membership in the Crosley 100 
Percenters Club. 
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Facts, figures and forecasts like these 
assure maximum reader interest for January 


Electrical Merchandising 


Sales figures for five years — 
Sales, in units and in dollar retail value, 
for the five years from 1931 to 1935, in- 
clusive, of important electrical appliances 
and radios. Charts and graphs showing 
the ten-year history of appliance sales 
for purposes of comparison and to de- 
termine trends. 


Saturation and replacement fig- 
ures — Graphic study of the present 
saturation of all domestic electrical ap- 
pliances in the wired homes of the coun- 
try together with a study of the growing 
importance of the replacement market. 


Market trends and forecast — 
Individual studies of all major appliances 
including distribution methods, history 
of their saturation progress and replace- 
ment value, price trends and their effect 
on marketing and their importance from 
load-building or profit standpoints. 


Regional Market Studies — Material 
gathered from geographically important 
marketing areas will show comparative 
sales and saturation progress, cooperative 
set-up, home ownership and similar im- 
portant market planning data. 

Radio sales and saturation — Study 
of the ten-year progress of radio set sales 
and saturation to date; tube sales and 
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auto radio sales. This important data will 
be charted and graphed for a ten-year 
period and will include breakdowns for 
console and table model sets and a study 
of the replacement market. 


Air conditioning — Survey of the com- 
parative installed horse-power in air con- 
ditioning for 1934 and 1935, gathered 
from 100 power companies in the indus- 
try. First time such a comprehensive study 
has been made. 





Appliance Exports — Figures on elec- 
trical appliance exports for 1935 and 
graph showing rising importance of ex- 
port market over five-year period. Radio 
included. 


New appliances — Record of the year 
1935 from standpoint of new products 
developed by manufacturers. 


Rural electrification and financing 
— Study of the small town and rural 
market with special emphasis on the ac- 
tivities of the administration’s Rural Elec- 
trification Administration, FHA financing 
and the forthcoming EHFA national 
financing. 


Here’s what the January issue of Electrical 
Merchandising means to the men who sell 


electrical appliances 


Appliance sales show steady im- 
provement — Business is definitely 
better in the electrical appliance industry. 
Actual sales figures prove it. 

1934 was better than 1933. 1935 was 
better than 1934—some 10 to 25% for 
most appliances. And 1936 looks like the 
best year since the stock market went into 
a tailspin. 

In January, Electrical Merchandis- 
ing will publish and interpret the 


facts — The January issue of Electrical 
Merchandising, as noted, will be a Sta- 
tistical and Sales Planning issue. 

For fifteen years — long before various 
industry associations or the Department of 
Commerce began to play an important 
part in the collection of sales figures — 
Electrical Merchandising compiled figures 
on the annual sales of appliances, the 
growth in number of wired homes, the 
saturation of the market, the estimated 
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percentage of replacement business and 
the potential market for new devices. 

But this January 1936 issue will be the 
most comprehensive job on the industry's 
statistics that has yet been produced in 
Electrical Merchandising —or anywhere 
else for that matter. 


What do these figures mean to the 
men who sell electrical appliances? 
— They insure that dealers and distrib- 
utors will have a better gauge for deter- 
mining their merchandising and selling 
plans than ever before. 

And do these men want these statistics? 
They do! 

We know they do from the re-orders 
for previous statistical issues—the calls 
for reprints of the statistical pages — the 
hundreds of letters from dealers and dis- 
tributors asking us for every conceivable 
statistical subject from the total connected 
horse-power in air conditioning to the 
number of flashlight batteries sold in 
Walla Walla, Washington, in 1927. 

We see our statistical charts used by 
power companies at their sales depart- 
ment meetings; see them in reports and 
hear the figures quoted in speeches and 
in intimate sales gatherings of specialty 
dealers and distributors. 

We know specialty dealers who even 
keep the year’s sales figures before them 
in order to keep a constant check on 
the proportion of business they should 
be getting from their territory. And of 
course they’re used extensively by sales 
managers of specialty distributors, utility 
companies and department stores for this 
purpose. 

Granted, therefore, an unusual interest 
on the part of all elements of the appli- 
ance trade in statistical information, let's 
see how they use this material. 


Dealers and distributors use these 
figures in their sales and market 
planning — To determine stability of 
market. No dealer wants to be in a fly- 
by-night market. No dealer wants to be 
in a “racket.”” He wants to know that the 
market he is going into will be a stable 
one — one that will be expanding and 
progressing the next year, the next five 
years, the next twenty years. Proof of 
the stability of the electrical appliance 
market is contained in the statistical his- 
tory of the past ten or twenty years—dur- 
ing which the electrical appliance indus- 
try has grown and progressed to a point 
where today it ranks with the major in- 
dustries of the country. 

With the figures before him the man 
who distributes, sells or finances appli- 
ances knows that the business of equip- 
ping the homes of the country with do- 
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mestic electrical conveniences is facing its 
greatest period of expansion. 

To measure size of potential new and 
replacement markets. Of vital importance 
to appliance merchants in formulating 
their 1936 sales program, is a study of the 
present saturation figures of major appli- 
ences and the trends in replacements of 
such appliances as washers, ironers, clean- 
ers, refrigerators and radio sets. It is just 
as important as keeping abreast of the 
sales possibilities of later product devel- 
opment such as oil burners, coal stokers, 
and air conditioners. 

Here again the January issue of Elec- 
trical Merchandising will give the dealer 
the facts he needs, such as the basic fig- 
ure of residential customers connected to 
power lines—which, for the convenience 
of the dealer in estimating his market, 
is broken down by states and regions. 

This figure may be qualified slightly 
by the number of low-use or “minimum 
bill” customers — a situation which is 





being taken care of, however, by low 
prices and long-term financing. The fig- 
ure is further qualified by the number 
of appliances already installed—but here 
again there is the compensating element 
of replacement due to obsolescence. 

The only other qualifying element con- 
cerns the number of electrical merchants 
competing for business in the territory 
—and the average appliance merchant 
can always make a shrewd estimate of 
this factor. 


That's why the January issue will 
be kept, read and referred to for 
months — These are just a few of the 
many ways in which all merchandisers 
in the appliance business will use the 
facts presented in the January Statistical 
and Sales Planning Issue of Electrical 
Merchandising. But they serve to show 
why this issue will be read, referred to, 
quoted and kept at the right hand of 
alert appliance merchants for months to 
come. 


5 ways in which the January Statistical 
and Sales Planning Issue will help you 
increase your sales in 1936 


] It will contain sales figures and fore- 

casts which will enable the dealer or 
distributor to make intelligent sales and 
marketing plans for your type of prod- 
ucts for 1936. 


It will enable you to focus the deal- 

er’s or distributor’s attention on your 
plans for 1936 at a time when he is for- 
mulating his own plans for the coming 
year. 


It will offer an opportunity to pre- 
sent your plans to dealers and dis- 


tributors who are now handling your 
products plus those who can profitably 
add your products to their present lines. 


It will give you increased advertis- 

ing value—(for this issue will be 
read, kept and referred to for months to 
come)—at no increase in rates. 


It will act as an opening wedge for 

you to make it easier for your sales- 
men to SELL more of your products in 
1936. 
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Don’t Lose 


WUirhap babeust cael 
Dollar! 
















How Many Sales For Infra- 
Red Lamps Do You Lose 
Daily? 


#¢ 





Formerly 
$19.50 


\ An 
ideal 
XMAS 
Gift 





APPROVED BY COUNCIL 
ON PHYSICAL THERAPY 
AMERICAN MED. ASS'N 


THE PUBLIC 
Numerous magazine 


value J 


1S HEAT CONSCIOUS 


mstantly stress the 
Infra-red 


articles c« 


heat as a remedial agent 


rm an ideal medium 


INFRA-RED TREATMENT IS POPULAR 


| amps are 


nfra-red being 


getting 


Thousands of pur 


chased for home us¢ Are you your 


shar f chis business 


RESISTANCE TYPE BURNERS 


These give an ideal radiation for superficial treat 


ment and are constantly being prescribed by 


They cause the skin 
red-hot stove 


physicians for their patients 


ingle just as the 1-fashioned 


when approached 


THE McINTOSH BIOLITE INFRA-RED 
GENERATOR 
Built by one f the pioneers in the business 


$6 years young—the Biolite has been on the 


market for 10 years 


APPROVED BY PHYSICIANS 


physician what he thinks of the 
McIntosh as a 


Biolite 
manu- 


Ask any 
Infra-Red 
facturer 


Lamp and of 


FEATURES 


300-watt monel-metal cov- 
particles to fall and 
350 degrees 

loose. No 


arm 


y” diameter reflector 
element. No flaking 
Friction joints rotate 
Never come 


ered 
burn patient 


to any position desired 


set-screws to tighten. 14 rigid extension 


4 mast 


PRICED TO SELL AT SIGHT 


best value ever 


has sold 


ncedes this lamp the 
infra-red at only $9.75. Ie 


Everyone ce 
fered in 


is high as $19.50 


DON'T INVEST A CENT 


making to readers 
remarkable 


For the 


f klectrica 


mext 30 days we are 


Merchandising this 
offer Just sign the let us send you a 
sample N 3610 
window 
end of 


return it and no 


coupon, 
Biolite, prepaid; put it in 


your with the show-card provided and, 


if ac che not sold it 


asked. If 


low, net 


340 days you have 


questions will be 


u have sold it ust remit the very 


wholesale price to us and order and 


Don't 


a quantity 


watch them move delay! This offer will 


not be repeated 


Mcintosh Elect. Corp., 
235 N. Calif. Ave., Chicago 


Kindly send prepaid a sample McIntosh No 
4610 Biolite Infra-Red Generator at $9.75 list, 
less your wholesale discount. We agree to dis- 
play it in our show window for 30 days and 


unsold at the end of that time, or 
if sold 


return it if 


remit wholesale price, 


Signed 


Address 
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Look 


hat Your Neighbor Did 


The California-Oregon and Moun- 


tain States Power Companies Sell 


the Farmer by Means of Amateur 


Movies of Other Farm Installations 


‘ VERY electrical 
equipment for the farm would 

4 like to take his prospects with 
him on a tour of jobs he has already 


salesman of 


installed. But distances are long and 
farmers are busy; the best that can 
be done is to visit one or perhaps two 


neighboring farms, not always satis- 
factory examples of what convenience 
electricity can ofter. 

The California-¢ Jregon Power Co. 
and The Mountain States Power Co. 
faced an especially difficult problem. 
The territory served by these 
panies is largely rural, covering a 
large area in seven states; on the other 
hand, the management is particularly 
iggressive in promoting new 
lectrical equipment in the household 
and on the farm. Glenn L. Jackson, 
vice president in charge of sales for 
the determined to 
solve the problem of taking the farmer 
his neigbors’ installations by 
taking these installations to the far- 
mer. In other words, to employ mo- 


com- 
é uses of 
e 


two companies, 


to view 


tion pictures of the various successful 
rural installations on the companies’ 
lines as a means of education in the 
value of farm electrification. 

It was felt that the costs of a pro 
fessionally made film would not be 
justified, but the head of the adver- 
tising department was fortunately an 
amateur in the motion picture field. 
The company set out to take its own 
pictures, using an amateur type cam- 
and the l6-mm. film. A 
simple scenario was sketched out, in- 
story with a love interest 
as a background for the vis- 
its to the farms. The scene opens with 
an old couple living on a farm with 
no electri al The son, 
arriving home from college, announces 
his desire to marry and in preparation 
for his bride to electrify the old home 
place. To overcome his father’s re 
they visit the neighboring 
farms where electricity is in use and 
listen to their neighbors’ stories, who 
tell of the satisfactions they have de- 
rived from their equipment. The trip 
is so planned, of course, that a wide 
variety of electrical installations is 
covered, from irrigation, poultry farm- 
ing, dairying and other farm uses, to 
the conveniences of the home. At the 
end, the old farm is electrified, and 
the boy brings home his girl to a 
comfortable ranch house. 

The problem of a sound accom- 
paniment to the picture was solved at 


eTa usual 


volving a 


to serve 


conveniences, 


sistance, 








In these suit cases is complete sound pro- 
jection equipment, camera, loud speaker 
and screen. D. A. Runyard of the rural de 
partment of the California-Oregon Power 
Company is demonstrating their portability. 


first by means of a disk recording 
equipment similar to that used for 
phonograph recording. As the demand 
for the film grew, however, it was 
found that this was inadequate. A 
modern sound-on-film projector has 
been purchased, which furnishes vol- 
ume enough to reach easily audiences 
up to 1,000. The size of the picture 
may be enlarged up to 12 ft. in width, 
with no loss of quality. The sound 
recording was added to a copy of the 
film at no very great additional ex- 
pense. 































c. & 
California Oregon and Mountain 


HURD, agricultural engineer of the 
States 
Power Company, under whose supervision 


the rural electrification film was made 


The success of the film was im- 
mediate. It was endorsed by the State 
Grange, the publicity department of 
that farmer’s organization mailing a 
letter to every Grange in the territory 
served by the two companies, urging 
that the film be shown. Within a 
short time the requests for the film 
were greater than could be fulfilled. 
Almost without exception the halls 
where the picture was shown were 
crowded and farmers came up after- 
wards to ask questions. They were in 
terested in knowing what other far 
mers were doing and they enjoyed 
this tour of their neighbors’ farms. 
The film has been shown to eaget 
audiences practically every night since 
the time it was made, and bookings 
are usually complete a month in ad 
vance. 

Working with Mr. Jackson in pre- 
paration of this novel form of ad- 
vertising have been C. J. Hurd, agri- 
cultural engineer, head of the Rural 
department, D. A. Runyard, also of 
that department, and H. D. Kem, 
assistant sales manager in charge of 
advertising. 











H. D. KEM is operating one of the new type amateur 16-mm. sound cameras which is 
to be used in taking the second rural electrification film now under way. D. A. Run- 
yard at the lights. 
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}atsonville Solves The 
Collection Problem 


( YOLLECTION of small sums is 
Aa serious problem for many an 
eectrical merchant. Too frequently 
tlie debt is not the only one which the 
cistomer has hanging over him. In 
many cases the delinquent finds him- 
self surrounded by so many unpaid 
bills that the small leeway between 
salary and necessities, which he is able 
to save each month seems entirely in- 
adequate to meet them. If he pays 
one, he still has an insurmountable 
sum ahead of him, with those mer- 
chants who have been left unpaid 
still threatening trouble. In conse- 
quence, he decides it is not really 
worth while making such a small start 
at payment. “Might as well hang for 
a sheep or a lamb!” He spends the 
money for something else and lets the 
bills go. The merchants meanwhile 
find themselves in an equally unsatis- 
factory position. Some of them would 
like to collect for sums too small to 
come within the limits under which 
legal action is allowed. All of them 
hesitate to turn their collections over 
to an agency, first, because they dis- 
like to pay the commissions asked, 
and second, because they are afraid 
the prejudice of the public against 
such methods of collection will hurt 
their trade. 

The merchants of Watsonville, 
California, have solved the question 
to their own satisfaction. At the sug- 
gestion of G. A. Peacock of the Pea- 
cock Finance and Adjustment Com- 
pany, a mutual collection company has 
been formed under what has become 
known as the “Peacock Plan’. About 
fifty merchants and physicians have 
joined, as “clients”, among them four 
of the local electrical firms. Accounts 
run from $20 to $2500. 

Each of those participating has 
turned over to the company his bad 
debts, a portion of which, when col- 
lected, are to be retained by the com- 
pany for lending to customers to pay 
off their delinquent accounts. Of 
course, suitable security of co-signers 
or chattel mortgages or automobiles 
is required. The system operates as 
follows: When the delinquent ac- 
count, or a number of them owed 
by the same customer is turned over to 
the company, a finance form is mailed 
the debtor, suggesting that the Fi- 
nance Company is in a position to 
finance his claim, and offering to have 
a representative call. This letter 
brings a number into the office and 
results in telephone calls from another 
number. If no response is received, 
a personal call is made. 

The customer, as a rule, is relieved 
to discover that it is possible to ex- 
change his numerous annoying debts 
for one fresh account, which he can 
pay off in regular small installments. 
Returns from collections, in fact, have 
improved a full hundred per cent. 

The merchants, on the other hand, 
have found this method most satis- 
factory and inexpensive. A 25 per cent 
commission is charged on all accounts 
taken under this plan. At the end of 
the year the overhead is taken out 
and, of the remaining profits, one half 
is returned to the “clients” partici- 
pating in the plan. 
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Sure... she’s got a cleaner. She bought 
it... let’s see .. . it was back in 1923. 
That makes it twelve years old. 
But that cleaner is ready for the junk 
heap and has been ready for the junk 
heap for at least five years. 

7 5 y 
Mrs. Jones, Mrs. Smith, Mrs. De Reyster 


and a lot of other women in your town 


are ready for new cleaners. 
If they know it . . . you can sell them. 


If they don’t know it... you can tell 


them and sell them. 


Dirt Finder 


the electric cleaner industry. 


light-weight Dusting Tools 





It's going to be a great time for you 


to sell Hoovers. Here’s why we know. 


Old cleaners are worn out. (Statistics 


prove it.) 


Women feel like buying. (For the first 


time in years.) 


And Hoover has a new model to fit 


even the slimmest purse. ($49.75.) 


Somebody in your town is going to sell 

a lot of Hoovers... is it going to be you? 
ce = - 

If you are not a Hoover dealer, send 


the coupon for the Hoover sales plan. 


The HOOVER COMPANY, North Canton, Ohio « Oldest and Largest Maker of Electric Cleaners 
A GENUINE FULL-SIZE HOOVER FOR ONLY 


All the quality features Hoover has been ? 15 
... electric e 


famous for . . . Positive Agitation 

powerful Hoover motor. 
Being introduced by one of the biggest na- 
tional advertising campaigns ever known to 
One of a com- 
plete line, including four Hoover models, 
and Dustette. 


(not a junior model) 





THE HOOVER COMPANY, Dept. EM-1235, North Canton, Ohio 


Gentlemen: Please send me full information about the new Model 300 Hoover to retail 
at $49.75 and the Hoover selling plan for my city. 


State. . 
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into fits. Alluring display of merchandise, facilit 
of entrance and indelible identity seem to us t 
be the sensible objectives. These are not attaine: 
by freakishness. 

A point to remember is that, while a graciou 


Electrical 
Merchandising 


Vol. 54 330 W. 42nd St., New York No. 6 (jovernment is loaning the money for these mon 
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Ignorant of Prosperity 


\ very substantial number of the younger men 
now engaged in electrical merchandising received 
most of their training and practically all of their 


ideas of business during the depression. They are 


gnorant ot prosperity. They think in terms of 
depression, they act in terms of depression, they 
price in terms of depression. 

When this writer was aboard the Ark helping 
Noah with his navigation we ran into something 
of a similar situation. When we scraped bottom 
on Mount Ararat the animals on the Ark simply 
wouldn't believe that we had hit solid ground. 
Noah and I had a perfectly terrible time con 

ncing them that the Flood was over. They kept 
ght on “Singing in the Rain” 


That experience 1s brought back to mind by 


the present situation We had troubles enough 
Cjod knows! helping to navigate the Appli 
ince Ark during the dark days, but those troubles 
were as nothing compared with the trouble we're 
to persuade electrical met 
solid ground and that the 


now having trving 
chants that we are or 


sun ts shin ng aga 


They Will Buy 
If You Can Sell 


nt radio sets than want autos. 


More people w 


That is the rather startling fact revealed by a 
survey conducted by De Paul University, which 
covered approxin itely 6000 families. 

The figure given is 667 wanting radio as 
wainst 592 wanting cars. Another interesting 
fact revealed is that more of these 6000 families 
want vacuum cleaners than want refrigerators 


not many, but enough to indicate which way 
the vacuun cleaner w nd is blowing. 

There is a sharp difference of opinion as to 
the value of such surveys. Some accept them as 
gospel, some dismiss them with a pft, and some 

the wise as we define wisdom—evaluate them 
is trends or tendancies. 

It is our studied guess that the above figures 
represent in large measure the popular dissatis- 
faction with obsolete radio sets and worn-out 
cleaners. This takes the business out of the price- 
war classification. These people want not only 
new units, they want better units. In the matter 
of radio, they want to reach London and Rome 
and Berlin and Tokio. They want hair-line dial- 
ing and reception sans distortion. They know that 


these things cost money and they are willing to 
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pay their good money, they are willing to buy 
your best , just the minute they are able to finance 
the purchase. In the meantime they'll stick to the 
old junk. 

The situation is a challenge to the large ap- 
pliance industry. It is especially a challenge to 
the radio industry. 


No Pail for Sale 


It was something of a coincidence that three 
appliance manufacturers said to this writer, ““We 
like to see stories of success in Electrical Mer- 
chandising.” 

Stories of success are getting to be a bore. 

Anyone with the energy and acumen to ring a 
cash register can be a success these days. There's 
absolutely nothing to it. Volume and _ profits 
threaten to touch the all-time peak. Electrical 
energy sales, at the time you read these lines, 
will probably have passed the all-time peak. Suc- 
cess stories are as stale as the Ten Command- 
ments, and rate even less attention. 

In the editorial offices of Electrical Merchan- 
dising we have been considering a series of failure 
stories—stories of merchants surrounded by eager 
customers, plagued by people with mittfuls of 
money, and still bogged down in depression. 

We are reminded of the general store merchant 
in the town of our childhood. A farmer came 
in to buy a two-gallon pail. “Don’t allow I got 
any two-gallon pails,” said the merchant. “Why, 
Seth,” saith the farmer, “you have so. Thar’s 
one hanging on the nail on that there beam.” 
To which the merchant replied, “Wal, mebbe 
so, but if I sold you that there pail I'd have to 
go all th’ way back to th’ store room an’ git an- 
other to hang in its place.” 

A lot of merchants right now are like that. 


Modernizing 


(jazing upon some of the cock-eyed kaleidos- 
copic concepts of modernistic modernization of 
store fronts, we are forced to the well-considered 
conclusion that most of them were evolved in 
Hollywood after the ninth round of cocktails. 
We can conceive of the store-keeper’s grandchild 
ten years from now inspecting the old man’s 
bad break and solomnly remarking, ““Those 1935 
blends musta been terrible’. 

The fundamental purpose of store front mod- 
ernization is to attract trade, not to scare babies 






This item has nothing directly to do with 
electrical merchandising but it has a great deal 
to do with life and success. 

Said our colored bootblack the other day, “Of 
money an’ education nobody ain't got enough. 
They always needs mo’e”’. 

Think over that one, you price-cutters who 
risk wrecking yourselves to side-wipe a competitor. 
Think of it, you sketch-artist salesmen who know 
more about the bad points of your competitors’ 
goods than you do about the good points of 
your own. 

Business consists in educating people to want 
what you have for sale, and then selling it 
to them at a profit. That’s all there is to business 
—there isn’t any more. 

Our bootblack stated it in twelve words, and 
Solomon never cracked wiser. 








LETTERS 








Overlooking F.H.A. 


To the Editor: 

I was surprised to read the article by Frank 
B. Rae, Jr., “Bailing the Boat with a Bottle”, 
suggesting that there was no available means for 
financing the small dealer than the Utility. 

Evidently someone was looking out of the 
window when the F.H.A. opened up the Treas- 
ury of the U.S.A., by guaranteeing Banks and 
Finance Company’s up to 20% of their volume 
against loss. 

Under the F.H.A. plan the customer need 
make no down payment, has three years to pay 
and 5% interest on the amount of the transaction. 

The dealer takes the contract, delivery receipt 
and note to an approved F.H.A. Bank or Finance 
Company and gets 100% cash and no recourse. 
What could the utility offer that would be as 
sweet. 

It is no longer necessary to have appliances 
permanently attached nor need they be sold 
to a home owner. 

The following appliances or equipment are 
available for F.H.A. Financing. Air Condition- 
ing, Heat Control Devices, Lighting Fixtures, 
Electric Ranges, Water Heaters, Washing and 
Ironing Machines, Dishwashers, Water Supply 
Systems, Stokers, Fire Alarm and Telephone 
systems, Sound Equipment, Refrigerators, and 
Commercial Cooling, Electric Signs, etc. 

While the F.H.A. expires automatically in 
April 1936, there is small likelihood that this 
activity will be allowed to die. It’s conditions 
or guarantee may be changed or modified, but 
its opportunity will be available to the dealer. 

Furthermore, First Bancredit Corp., are pre- 
pared to continue dealer financing on favorable 
terms, if and when F.H.A. support is withdrawn. 
Many dealers here, and we learn in other parts 
of the country, are doing a fine job. The F.H.A. 
answers all the dealers requirements 100% ex- 
cept supplying the initiative and energy to go 
after business. 

E. M. Marks, Editor, 
Pittsburgh, Electric Leaguer. 





DECEMBER, 1935—ELECTRICAL MERCHANDISING 












lb 


ei ~~ same 


. C. WISWELL, Chicago Distributor... R. lL. PETRIE, Leonard Sales Manager 


"Pete. thet will make 
the Hot dine for 936! 


“You told me that Leonard would be a sensational refrigerator 
in 1936. 

“I believed it. But I didn’t expect or even hope to see 
what I’ve seen today. 


“Now I’m going back to Chicago and make new plans, 


big plans, plans to cash in on the greatest opportunity I’ve 


ever seen in the refrigerator business. 


“Leonard is certainly going to be the ‘hot line’ for 1936.” 


L. C. WISWELL, President 
C. WISWELL CO., CHICAGO, ILL. 














Warner Baxter’s 


(jlectric Home 


Cooking, refrigeration, water heat- 
ing, space heating, washing, ironing 
and cleaning are all part of this 
movie star’s modern home 


















Desk of Mr. Baxter's secretary, speaker and control box on the 
desk provide communication with the gates, while indicating 
lights show which gates are open. The control box may be 
plugged in at various other points throughout the estate, so that 
the affairs of the household may be carried on from any point. 


~ 
Electric refrigerator in 
main kitchen of Warner 
Baxter's home. 















a 
Glectric heater outlet in 
the main kitchen. 


















Entrance gates contain 
two-way voice communi- 
cating loud speokers, by 
which visitors announce 
themselves to the secre- 
tary before the switch is 
turned which opens the 
gates. Radio control from 
the owner's cor is by 
means of selective wove 
lengths, each gate having 
its own and answering 
only to its specific signal. 
















WARNER BAXTER 


Warner Baxter, popular film star, is the latest 
of the motion picture colony to recognize the 
service which electricity can render in adding 
comfort and beauty to the home. His new res- 
idence in the exclusive Bel Air estates is said to 
rank as the most completely electrified home in 
the world. 

Among the special features are the radio con- 
trolled entrance gates, the infra red burglar 
alarm system, the illuminated swimming pool 
and tennis courts, the illuminated, electrically 
operated, 300-ft. waterfall and the electrically 
controlled steam room for physical conditioning. 

All cooking, refrigeration, space and water 
heating is electrical. In addition to the com- 
pletely outfitted main kitchen, there is a smaller 
kitchenette which adjoins Mr. Baxter's own 
rooms and permits him to indulge in his hobby 
of preparing occasional special dishes for him- 
self and friends. The entire home is electrical- 
ly heated by thermostatically controlled fan 
type heaters, the blowers of which can be used 
in the summer for the circulation of cool air. 
An air conditioning system completes this pro- 
vision for comfort. The heating load alone is 
114 kw. There are two water heaters of S0 
gal. and 106 gal. capacity respectively, a 15-kw. 
steam generator, a 2i-kw. range in the main 
kitchen, and a complete electrical laundry with 
washer, ironer, iron and dryer. 

A centrally located radio and phonograph in- 
stallation is connected by remote control with 
five different outlets in different rooms of the 
house. By means of switches at these points, 
either radio or phonograph may be operated 
at will. 

The installation, which involves many new ap- 
plications of the photo electric cell and much in- 
tricate wiring for remote control, was made by 
the G & L Electric Company of Beverly Hills. 







































































Iuminated swimming pool on the Warner Boxter estate provides night bathing Warner Baxter can try out his favorite The connected load of more than 150-kw. is 
by under water lighting. There is also a floodlighted Tennis Court recipes in this electric kitchenette which served by the Los Angeles Bureau of Power 
adjoins his bedroom. and Light. 
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“Record” Selling 


HEN the Los Angeles Bureau 

of Power & Light some time 
ago undertook an employee’s range 
selling campaign, designed to bring as 
many employees as possible into the 
ranks of electric range users, they 
employed a unique method of selling 
which might well be used to advan- 
tage in other sales campaigns. What 
they did was to approach one of the 
phonograph companies and to purchase 
a number of the small recording rec- 
ords which sell for about 15 cents 
apiece. They then secured one em- 
ployee from each of the company’s 
departments who was already the own- 
er of an electric range and had him 
tell the story of why he had made 
the purchase and what he thought the 
advantages of the equipment. These 
stories were written down by the em- 
ployees in their own words without 
assistance and then were recorded as 
spoken by them on the small records. 
The result was a most impressive tes- 
timony, which was listened to with 
interest as they were run off on pho- 
nographs with loud speaker attach- 
ments at employees’ meetings all over 
the system. The personal testimony 
thus given was a most effective meth- 
od of salesmanship — and one which 
suggests the possibility of application 
in other fields. Every salesman is fa- 
miliar with certain customers who are 
so thoroughly satisfied with their 
equipment that their enthusiasm is 
contagious. Would not their words, 
recorded on such a small disk, and 
reproduced for the benefit of a hesi- 
tating prospect, prove more convinc- 
ing than the most logical of manufac- 
turer's arguments? How about a short 
program of such testimonials, intro- 
duced for a few moments at the close 
of an electric cooking school ? 








Howard G. Dietrich, a certified 
public accountant, took over the 
failing Austin Electric Company at 
Auburn, N. Y., three months ago. 
He put the business on a profit- 
sharing basis and set up three di- 
visions — Service, Sales and Stove 
Sales — all of which must make a 
profit. Service department profits 
are turned back to the service 
men to pay them for leads. Sales- 
men filing prospect cards are en- 
titled to their 10% commission for 
30 days until the sale is closed. 
The business is now making 
an increasing profit each month. 
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free her of the hard work of yh 
_ =a power washer that she can operate alone 
- easy to start, trouble-free. 


Christmas you will find Mrs. Farmer more anx- 


ious than ever to own that kind of power washer. 
_ The farm family has more money to spend now 


than for years. And, if you will do your part — dis- 
play power washers for non-electric homes, demon- 
strate them, become enthusiastic about them — 
will be surprised how many will put “a new wash- 
er’ first on the Xmas list ...and you too will profit. 
To protect yourself, be sure that the washers you 
sell are powered with the famous Briggs & Stratton 
4-Cycle Gasoline Motors. They are the farm 
women's tireless helpers. 
They are simple in construction, easy-as-pie to 
pperate, built for long and trouble-free life, and, 
t important of all, they have the confidence of 
h farm women and washer builders —They know 
gs and Stratton Motors. In use in over a half 
farm homes, and standard on most washers. 
on't gamble with your farm washer business .. . 
Play safe with Briggs & Stratton, and your profits 
will be real — not guesswork. Write your washer 
manufacturer for details. 
IGGS & STRATTON CORPORATION, Milwauke 


your prospects. 

play posters, folders for gen- 
eral distribution, and i, 
sales-producing literat : 
ways available. This material 

is Free. Write for your supply. 
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New /rsilions of the Mouth 


, a 
: 


G. E. Wilson, GE vice pres- 
ident, now heads the combin- 
ed merchandising and special- 
ty appliance departments of 
the company in recent re- 
organization 





- 
E] 


G. J. Chapman, manager of 
GE's specialty appliance sales 
division in charge of refrig- 
erators, ranges, kitchens, wa- 
ter heaters, workshops and 
waste units. 





Wilson Heads GE Appliances; 


Quinn Goes to 


Maxon Agency 


Zimmerman To Be General Man- 
ager of Four New Sales Divisions in 
Big General Electric Reorganization 


Gerard Swope has resigned as chair- 
man of the board of directors of the 
General Electric Supply Corporation ; 
and J. L. Buchanan, formerly presi- 
dent, has been elected chairman of the 
board in his stead. J. L. Busey, for- 
merly manager of sales of the appli 
ance sales division of the Merchandise 
Department of the General Electric 
Company, has been elected president 
of the General Electric Supply Cor 
poration. 

Departments Consolidated 

The specialty appliance department 
and the merchandise department of 
General Electric Company have been 
consolidated for increased efficiency 
and coordination in the marketing of 
G-E appliances, according to an- 
nouncement just made by C. E. Wil 
son, vice president. The consolidated 
department will be known as the appli- 
ance and merchandise department. 

Mr. Wilson now has general super 
vision over all of the company’s appli- 
ance activities, including factory, en- 
gineering and sales. The new depart- 
ment will have four sales divisions, 
with P. B. Zimmerman, formerly man- 
ager of the specialty appliance depart 
ment, as general manager of appliance 
sales. 

The following sales divisions, with 
their commodity responsibility, are set 
up under Mr. Zimmerman: 

Specialty Appliance Sales Division, 
(5. J. Chapman, Cleveland, manager. 
A. M. Sweeney, sales manager. Com 
modity responsibility : General Electric 
and Hotpoint refrigerators, domestic 
and commercial ; General Electric ran- 
ges, dishwashers, kitchens, water heat- 
ers, workshops and kitchen waste units. 

Radio Sales Division, R. J. Cordin- 
er, Bridgeport, Conn., manager. Com- 
modity responsibility : radios. 


Home Laundry Equipment and 
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Cleaner Sales Division, D. C. Spooner, 
Jr. Bridgeport, manager. Commodity 
responsibility: General Electric and 
Hotpoint home laundry equipment; 
cleaners. 

Traffic Appliance Sales Division, R. 
W. Turnbull, Bridgeport, manager, 
Commodity responsibility: fans, sun- 
lamps, clocks and Hotpoint heating 
devices. 

The consolidation of the two depart- 
ments, company officials point out, 
paves the way for a program of ex- 
pansion and provides opportunity, 
through increased efficiency and coor- 
dination, to further help benefit the 
trade. 

Mr. Zimmerman has been connect- 
ed with General Electric for 23 years. 
He served as sales promotion manager 
of the incandescent lamp department 
at Nela Park, Cleveland, and his first 
major activity there had to do with 
the home lighting campaign and the 
organization of the Lighting Educa- 
tional Bureau. In 1927, when General 
Electric entered the refrigeration bus- 
iness, he, with T. K. Quinn, organ- 
ized that department of the company. 
He directed and promoted the Food 
Preservation Council in 1929, which 
later became the Refrigeration Bu- 
reau. In 1931, he succeeded Mr. 
Quinn as manager of the refrigeration 
department when the latter was elect- 
ed vice president of the company. 

Mr. Quinn has resigned as vice pres- 
ident of G-E to become president of 
the advertising agency of Maxon, Inc., 
effective January 1. In his new posi- 
tion, Mr. Quinn, who has gained an 
outstanding reputation as an authority 
on merchandising, will continue to 
serve as merchandising counsellor for 
General Electric. 

Mr. Quinn was first employed by 
General Electric in 1911 as a clerk 





P. B. Zimmerman, 
manager of General Electric's 
four new sales divisions: Spe- 


general 


cialty Appliances, Raido, 
Home Laundry Equipment 
and Traffic Appliances. 





R. J. Cordiner, manager of 
the Radio Sales Division of 
the General Electric Com- 
pany with headquarters at 
Bridgeport, Conn. 


in the shipping and billing department 
of the National Lamp Works at 
Cleveland, working up through the 
credit and sales department to become 
manager of miniature lamp sales in 
1922, assistant general sales manager 
of the incandescent lamp department 
in 1925, and manager of the electric 
refrigeration department of General 
Electric in1927. In 1930 he was elect- 
ed a vice president, retaining general 
charge of the refrigeration department 
and becoming chairman of the appli- 
ance sales committee, which position 
he held until at present. 

“We have a high appreciation of 
the work that Mr. Quinn has done in 
the 24 years of his association with 
the company,” President Swope said, 
“and are happy to say that a retainer 
arrangement has been made with him, 
whereby in addition to his advertising 
work that he will do for the company 
in his new connection he will also assist 
Mr. Wilson and the president and any 
other part of the organization of the 
General Electric Company in connec- 
tion with any questions of public re- 
lations and sales promotion.” 

“After 24 years this change would 
be difficult indeed except for the happy 
arrangement which permits me to con- 
tinue my connection with the General 
Electric Company,” Mr. Quinn said. 


Vice President Wilson 


Mr. Wilson, a native New Yorker, 
first obtained employment in the elec- 





T. K. Quinn, GE vice presi- 
dent, has resigned to take over 
the presidency of the Maxon, 
Inc., advertising agency. 





R. W. Turnbull, manager of 
the Traffic Appliance Sales 
Division of General Electric, 
in charge of fans, sunlamps, 
clocks and heating devices. 


trical field in 1899 as an office boy with 
the Sprague Electric Company, later 
serving as shipping clerk, factory a 
countant, and porcelain manager. In 
1914 he became assistant superintend 
ent and later sales manager. He came 
to General Electric in 1917 in connec 
tion with the acquiring of conduit bus 
iness by the latter company at New 
Kensington, Pa., and in 1918 was ap 
pointed assistant general superinten 
dent of the Maspeth, L. I., and New 
Kensington works. In 1923 Mr. Wil 
son was transferred to Bridgeport, be 
coming managing engineer in charge 
of conduit and wire, and in 1925 he 
was appointed assistant manager ot 
General Electric's Bridgeport works 
In June, 1928, he became assistant to 
Vice President C. E. Patterson of the 
merchandise department, distinguish 
ing himself in manufacturing problems 
in connection with wire and cable. In 
January, 1930, he was appointed man- 
ager of the merchandise department 
in charge of engineering, manufactur 
ing, and sales, and in December of the 
same year was made vice president 
and a member of the newly-formed 
appliance sales committee of the com- 
pany. 

In his new position, Mr. Wilson will 
divide his time between Bridgeport and 
New York offices of the Company and 
will be principally concerned with ra- 
dios and merchandising products at 
Bridgeport, Electric ranges, refrigera- 
tors and specialty appliances at Cleve- 
land and with air conditioning appar- 
atus manufactured in Bloomfield, N. J. 
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D. C. Spooner, Jr., manager 
of General Electric's Home 
Laundry Equipment and 
Cleaner Sales Division, in the 
recent reorganization of the 
sales divisions. 








Henry W. Foulds has been 
appointed vice president of 
the Permutit Company, man- 
ufacturers of water soften- 
ing equipment, to correlate 
sales advertising and promo- 
tion. 





H. E. Markland has been ap- 
pointed domestic sales man- 
ager of the Universal Cooler 
Corporation. He was former- 
ly assistant domestic sales 
manager for K elivinator. 


Universal Cooler 

H. E. Markland has been appointed 
domestic sales manager of Universal 
Cooler Corporation, effective immedi- 
ately, Frank S. McNeal, president, re- 
ported recently. 

Mr. Markland was formerly assis- 
tant domestic sales manager of Kelvi- 
nator Corporation. He joined that com- 
pany in 1925 and was successively dis- 
trict manager, Midwest regional man- 
ager, head of the Cleveland branch, 
Philadelphia branch manager, and as- 
sistant domestic sales manager. 


Ray-O-Vac 
Through a change in organization 
in the Ray-O-Vac Company, Madi- 
son, Wisconsin, manufacturers of 
flashlights and batteries, Irving K. 








BUILT as you would build it 


to make the motor a definite 
sales point for YOUR WASHER 





UPPOSE 


YOU were to set out to design and build a motor that would have definite sales 
appeals to help you sell washing machines. 


You would... 








TAILOR THE MOTOR TO THE JOB. 
You'd make certain that it was of balanced 
design, with the correct mechanical and 
electrical characteristics — so balanced as 
to minimize vibration and wear and tear 
on the mechanical parts, and thus contri- 
bute to quiet operation and long life. 


MAKE IT INTERCHANGEABLE, so that 
if for any reason the motor should need to 
be removed, it can be replaced quickly— 
just as simply as your car battery—without 
disturbing alignment and without carting 


the washer to your shop — merely by 
loosening two screws. 


MOUNT THIS MOTOR IN SPRINGY, 
LIVE RUBBER protected from the de- 
structive effects of oil and air so that the 
mounting would last a long time and be 
continuously effective in isolating noise. 


GIVE THIS SUPERIOR MOTOR LIFE- 
TIME LUBRICATION, good for the life 
of the washer on which it was originally 
installed. You'd design it so that not one 
drop of oil would ever bave to be added. 


The G-E line of electric equipment for home and industry includes motors, large 
and small, of all types; switches; transformers; wire and wiring devices; cable. In 
brief, FOR EVERYTHING ELECTRIC, IT PAYS TO SEE GENERAL ELECTRIC. 


GENERAL @} ELECTRIC 
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We have done all these things for you. The General Electric motor (Type KH) for do- 
mestic washing machines has all these essential characteristics—and more. It embodies 
the features that, from 26 years’ experience in the washing-machine-motor field, we know 
manufacturers and their dealers want. General Electric, Dept. 6C-201, Schenectady, N. Y. 
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@ Here is what ordina- 
ry household use (after 
only a few years) does 


to organic soft finishes 
which are subject to 
‘ce-box eczema” 


@ Here is an unre- 
touched photo of a re- 
frigerator over 12 years 
old. Note the perfect 
condition of the in- 
organic porcelain enamel 
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any substitute 


™ Quality! 


I'm an electric appliance dealer 


- PORCELAIN 






weve? —in business to stay. I meet my 
' my.y customers face to face. I know them 
by name. I'm friends with them. So 

when I say they ought to buy this or 
that, I'm responsible. Because if I tell them 
wrong I lose their respect, their friendship and 
their trade. 

I have always told them right. If a new thing 
comes along that is better, I tell them about it, 
even if I have co hold the bag on some old line. 
But you can bet your last nickel I thoroughly 
test every new thing that does come along. 
Everything about my merchandise has to be 


EDUCATIONAL BUREAU 


Clearing House for Sales and Technical Information 


PORCELAIN ENAMEL INSTITUTE 


612 North Michigan Avenue @ Chicago 


right. I can’t see any substitute for quality. 

That is why I almost insist my customers 
buy appliances finished with porcelain enamel. 
I know that porcelain enamel is flint hard; that 
it never gets “ice-box eczema” like all other 
softer finishes. That’s why I tell my customers 
“porcelain enamel is the lifetime finish”—that 
“porcelain enamel gives lifetime 
satisfaction.” 

I know PORCELAIN ENAMEL 
makes better business — larger 





profits—happier customers. 


“EM 12-38 
PORCELAIN ENAMEL INSTITUTE, Inc. 


612 No. Michigan Ave., Chicago, Hl. 


Send me a FREE copy of your new Sales Manu- 
al for Porcelain Enamel. 


Name 


+ Firm 


‘ Address . 


PORCELAIN ENAMEL 42: 
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Mr. Mathews, head of Mathews, Inc., 
Middletown, New York, says: ‘We hove 
had no washer repossessions in two 
years. By financing ovr own poper and 
keeping ovr sales force down, enough 
good business is to be had by each 
man so that he is not forced to write 
poor business. We are doing $55,000 
@ year so such a policy hos opporently 
not cut our sales appreciably.” 








Fearn, formerly general sales man- 
ager, becomes assistant to Mr. Car- 
gill, president of the company. 

L. H. Keller has been appointed 
sales manager. Mr. Keller, has been 
associated with the flashlight and bat- 
tery industry almost continuously for 
twenty-seven years. 


Fairbanks-Morse 

Frank D. Peltier has recently be- 
come associated with Fairbanks- Morse 
Home Appliances, Inc., Chicago. He 
will immediately assume the capacity 
of Chief Engineer of the Refrigera- 
tion Division. 

The announcement was made by 
W. Paul Jones, vice president of the 
appliance subsidiary of Fairbanks, 
Morse & Co., who said—“‘Mr. Pelti- 
er’s thorough engineering experience in 
all important phases of refrigeration 
will complete an important part of 
our Refrigeration Division program’. 
Having been with Servel, Inc., in en- 
gineering and also production capaci- 
ties for many years, F. D. Peltier is 
well known throughout the refrigera- 
tion industry. His research, design and 
development work has been recognized 
as outstanding in all branches of the 
business. 


Permutit 

To correlate and direct all sales, 
promotion and advertising, Henry W. 
Foulds has been elected a vice presi- 
dent of the Permutit Company, man- 
ufacturers of water softening equip- 
ment, according to W. Spencer Rob- 
ertson, president. 

Mr. Foulds, a graduate chemical 
engineer, brings to his new position 
twenty years’ experience in selling. 

is experience embraces a number of 
years in the export business in South 
America ; the positions of vice-president 
in charge of distribution of a well- 
known line of refrigerators and vice- 
president of a pump manufacturing 
company, and a diversified background 
in management and organization. 

Assisting Mr. Foulds will be L. S. 
Ferguson, manager of industrial sales; 

Harris, manager of domestic 
sales, and H. H. Wilkinson, advertis- 
ing manager. 
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Dealers Pool Orders To 
Get Carload Shipments 


NE hundred per cent dealer cov- 
erage and nearly 300 per cent 
of sales index quota through the first 
10 months of the fiscal year is the 
enviable record.of the Walker Electric 
Company, Kelvinator distributors at 
Boise, Idaho. What makes the record 
more outstanding is that, aside from 
Boise, there are no towns in the ter- 
ritory of more than 10,000 population 
and 759% of this distributor's business 
is outside of this city. 

One of the most outstanding dealers 
in the district, the Pendleton Music 
House of Pendleton, Oregon, has sold 
3009 of its quota, and according to 
Jack Mulligan, the owner, they will 
sell nearly 100% more. Other dealers 
of this calibre are running anywhere 
from 200% to 400% above their 
quotas, and only one dealer in the 
entire district is under quota. 

Roy Walker, Manager of the Wal- 
ker Electric Co. adopted a policy early 
in the season of getting dealers to poll 
their order and ship in carloads direct. 
It is estimated that it costs 5% to ware- 
house refrigerators, and consequently 
the dealers are allowed an extra 5% 
for carload shipments. While very few 
dealers are in a position to buy in 
solid cars, a railroad ruling permits a 
car to be stopped enroute three times 
before reaching its destination. Taking 
advantage of this fact, four dealers 
pool their orders and make up a car- 
load. This not only gives them ample 
display models, but, with proper as- 
sistance, they are able to move the 
merchandise off the floor. 

Last, but not least, Mr. Walker 
gives the Federal Housing Program 
credit for a great deal of the increase 
this year over last. Practically every 
dealer is operating under the FHA 
plan. In all towns where the banks 
are lined up to cooperate with the 
dealers, the dealers are showing from 
100% 150% increase over last year. 








Up at the J. E. Godfrey Company 
in Ithaca, N. Y., they are feeling 
pretty cheerful.""We have success- 
fully gotten around the ‘no carry- 
ing charge’ argument of the de- 
partment store and chain store 
by advertising no down payment. 
Instead of using down payments 
and financing the balance, we 
quote 6 or 12 payment figures 
with first payment in advance. By 
doing this we get a slightly larger 
carrying charge.” In the snapshot, 
left to right, are S.W. Underwood, 
B. W. Dicker, Mathew Herson, J. 
B. Edwards and J. E. Godfrey. 





SEND THE USEFUL ARMCO BOOKLET 
The American Rolling Mill Company, Middletown, O. 





PORCELAIN 
ENAMEL 


OU are interested, naturally, in every- 

thing that helps you close sales quicker, 
easier and more satisfactorily. Ranges, re- 
frigerators, washing machines are profitable 
icems—when sold! 

The famous Armco label on electrical 
appliances is a proved means to this desir- 
able end. It has merchandising power at 
the point of sale. 

Your customers and prospective custo- 
mers are familiar with the Armco label. 
Twenty-two years of continuous national 
advertising—seventeen in popular maga- 
zines and seven in radio—have convinced 
them that the name “Armco” stands for 
highest quality in sheet metal. ; 

Many people make it a practice to ask, 

Is it Armco INGOT IRON?” Others are 


We can use copies of your informative 
sales booklet: “How Porcelain Enamel Can 
Help You Sell More Profitably.” 


Name 
ee Cee ae 


Address... 


ELECTRICAL MERCHANDISING — DECEMBER, 1935 












glad to be reminded by your salesmen. 
Either way you gain a distinct advantage 
by hitching your merchandising wagon to 
those trustworthy products identified by 
the Armco Label. If your products do not 
bear the Armco Label, ask the manufacturer 
to attach it. 


A Helpful Booklet—FREE 
Here is a selling tool you will want to put to 
work —an’ exceptionally useful book that telis 
you how to get the most sales value out of 
porcelain enameled appliances. An effective mer- 
chandising tie-up with Armco is also explained, 
a plan that will aid you to increase sales. Get a 
copy for every salesman who works on porcelain 
enameled appliance sales. Just use the handy 
coupon or write on vour firm letterhead. 
The American Rolling Mill Co., 
Middletown, Ohio. 
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These Little 
REPEATERS 





*PYREX TOP 


FUSE PLUG 


TEXTOLITE TOP 
FUSE PLUG 





HANDY PULL 
HEATER PLUG 





TWIN TAP 





TRIPLE TAP 








HEATER CORD SET WITH 
UNBREAKABLE PLUG 


These G-E Wiring Device Items — 
fuse plugs, heater cord sets, twin taps, 
etc. — are needed everywhere. They 
are “repeaters” constantly in 
demand .. effortless to sell . ‘ 
profitable. 

Display these G-E Wiring Devices in 
the window, on the shelves and coun- 
ters of your store. They are attrac- 
tively packaged and take up little 
space. They bring in customers and 
prospects... give you the opportunity 
to sell higher-priced appliances. Aim 
these “little repeaters’ at your cus- 
tomers .. . and watch the PROFITS 
roll in. For complete information see 
your G-E Merchandise Distributor or 
write Section D-1912, Merchandise De- 
partment, General Electric Company, 
Bridgeport, Connecticut. 

‘Reg. U. S. Pat. Of. 


GENERAL 


ELECTRIC 
WIRING DEVICES 


MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONNECTICUT 


SEE eat 
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Corozone Humidifiers 


The Corozone Air Conditioning Corp., 


1422 Euclid Ave., Cleveland, O. 


Models: Aquazone pedestal humidifiers, 


DeLuxe and Standard models; Coro- 
zone “Midget” lonizer. 


Description: Aquazone pedestal humidi- 


fiers, portable, compact, suitable for 
homes, offices, stores, hospitals, etc; 
discharges air at sides of bowl; switch 
in bottom of stand; 110 volt a. c.; 
plugs into socket; Cordovan brown 
finish; DeLuxe model evaporates 6 
to 8 gal. per day; 37! in. high, 1444 
in. wide weighs 20 Ibs; Standard 
model evaporates 3 to 4 gal. per day; 
34 in. high, 1214 in. wide, weighs 16 
Ihs. Corozone “Midget” lonizer; desk 
or table model discharges at top of 
sides; open grill; 110 volts, a. c.; 
Cordovan brown finish; 6/2 in. wide, 
3¥, in. deep, 5 in. high. 


Price: Aquazone humidifiers, DeLuxe, 


$59.50; Standard, $42.50; Corozone 
“Midget”, $18.50.—Electrical Mer- 
chandising, December, 1935. 





v 


Sight-Light Indicator 
The Sight Light Corp., 
342 Madison Ave., New York City 


Dewice: Vest-pocket size light meter. 
Description: Self-contained, no batterics 


or outside current supply needed; in- 
dicates intensities from 0 to 250 foot 
candles; dry-disk type photo-electric 
cell on face of indicator; sapphire- 
jewelled micrommeter; aluminum 
case, black finish; scale face in spect- 
rum colors; weighs 7 oz.; 2 7/16 in. 
wide, 2 13/16 in. high.—Electrical 
Merchandising, December, 1935. 





Hand yhot Waffle Iron 
Chicago Electric Mfg. Co., 
2801 S. Halsted St., Chicago, Ill. 
Wodel: No. 401. 


Description: % in. aluminum grids with 


excess batter ring; baking indicator ; 
new style heating element, 110-120 
volts, 600 watts; black molded side 
and front lift handles.—Electrical 
Merchandising, December, 1935. 


Device: 


New Westinghouse 
Range Base 


Westinghouse Electric @ Mfg. Co., 


Mansfield, O. 


Device: Westinghouse has introduced a 


base cabinet for use with its Cardinal 
range to make additional storage 
room available for pans, kettles, etc. 
Easy to install by removing legs, bolt- 
ing range body to cabinet; base cab- 
inet is 39% in. wide, 2044 in. deep, 
21% in. high; white baked-on en- 
amel inside and out with toe space of 
black enamel.—Electrical Merchandis- 
ing, December, 1935. 





Mark-Time Switches 
M. H. Rhodes, Inc., 
Rockefeller Center, N. Y. C. 
Mark-Time switches (series 
4900) for use on sun lamps, clothes 
washers, percolators, roasters and 
other household appliances. 


Description: Patented escapement uses 


less than 1/3 as many parts as con- 
ventional clock movement; cannot be 
stalled on dead center; improved 
clutch mechanism; Bakelite case; 
many types and combinations avail- 
able with lock, stop, toggle, return 
toggle, with or without bell.—Electri- 
cal Merchandising, December, 1935. 





K-M Irons 


Knapp-Monarch Co., St. Louis, Mo. 


Models: 433, 466, 415 and 418. 
Description: 433, streamline iron with 


walnut handle; tip-up heel rest; 660 
watts, a.c. or d.c. 

466, automatic iron; heat indicator 
may he set for any degree heat re- 
quired by fabric; 800 watts, a.c. only. 
415, tourist iron, 375 watts, a.c. or d.c. 
418, “Cush-N-Grip” iron; hand-shap- 
ed handle; 660 watts, a.c. or d.c. 

All models equipped with Nichrome 
element imbedded in sole plate.—Elec- 
trical Merchandising, December, 1935. 





DECEMBER, 1935 — ELECTRICAL MERCHANDISING 





Quiet May 
Air Conditioner 


May Oil Burner Corp., Baltimore, Md. 

Device: “Heatanaire” air conditioner. 

Description: Heats humidifies, filters 
and circulates air; entire house or 
any part of it may be air conditioned 
and the remainder heated with steam 
or warm air radiation; units included 
are a tankless built-tn domestic heater 
which provides year-round hot water; 
Quiet May oil burner mechanism; a 
compact, high efficiency steam boiler; 
indirect steam heat exchanger and a 
direct heat exchanger operated in con- 
nection with an air circulating blow- 
er; a humidifying device and air fil- 
ters; entirely automatic; thermostat 
maintains even temperature in rooms; 
domestic water aquastat regulates 
domestic hot water at all times.—Elec- 
trical Merchandising, December, 1935. 


i 





— 2. 


Kadette Radio 


International Radio Corp., Fourth @ 
William Sts., Ann Arbor, Mich. 

Model: 66 Kadette. 

Description: 6-tube a. c.—d. c. super- 
heterodyne ; 2 bands: 550-1600 k.c. and 
70-185 meters; tunes standard broad- 
cast, amateur, airplane and all-police 
bands; American walnut veneer cab- 
inet of modern design; horizontal 
grille openings; cabinet size 13% 
in. long, 9 in. high, 6 in. deep; weighs 
8 Ibs. 

Price: $19.95.— Electrical Merchandis- 
ing, December, 1935. 





G-E Hotpoint Hostess Set 


General Electric Co., Appliance and 
Mdse. Dept., Bridgeport, Conn. 
Device: Gem Box Hostess set. 
Description: Set comprises a cooker with 
interchangeable waffle grids; walnut 
tray; breadboard walnut finish one 
side, plain wood on other side; glass 
batter and syrup pitchers; stainless 
steel knife and fork; Cooker is chrome 
plated with black handles; grease 
drains on upper and lower grids 
with grease cup to catch drippings. 
Price: $14.95 complete.—Electrical Mer- 
chandising, December, 1935. 
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Sepco Water Heater 
Iutomatic Electric Heater Co. Inc., 

Pottstown, Pa. 

Model: New square Sepco automatic 

water heaters 

Description: 15 gal. size for small home 

or bungalow, beauty shops, etc.; 40 
gal. size for larger homes; verticle 
heating unit; vapor tension thermo- 
stat; cork insulation; copper tube 
piping; heat trap; brass fittings; cold 
water diffuser; free flushing drain 
valve; 300 Ib. test pressure tank; 15 
gal. model 16x18 in. square, 48 in. 
high; 1500 watt upper and lower 
units; 40 gal. model 20 x22 in. square, 
60 in. high; 2000 watt upper and 
lower units. 

Price: 15 gal. model $70.; 40 gal. model 

$88.— Electrical Merchandising, De- 

cember, 1935. 
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Mc Intosh Infra-Red 


Lamp 
Me Intosh Electric Corp. 

235 N. California Ave., Chicago, Il. 

Model: No. 3610 Biolite Infra-Red Gen 
erator. 

Description: Reflector 9 in. diam.; 300 
watt Monel-Metal covered element; 
no flaking particles; joints rotate 350 
degrees to any position desired; no 
set-screws to tighten; 14 in. rigid ex 
tension arm, 43 in. mast; equipped 
with resistance type burners that give 
ideal radiation for superficial treat 
ment. 

Price: $9.75.—Electrical Merchandising, 
December, 1935. 
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Silex Warming Stove 
The Silex Co., Hartford, Conn. 
Device: Warming stove about size of 
small plate; chrome finish; stands on 
4 composition, heat resistant, 1/2 in. 
legs; consumes 50 watts an hr. 
Price: $1.50.—Electrical Merchandising, 
December, 1935. 





THE FIRST DUTY OF 





@ We're constantly surprised to find how 
much human folklore is absorbed by our 
mutual friend X. Tracted Calorie. X. thinks 
that the story about Barnum’s Circus Sign, 
“This Way to the Egress” applies just as well 
to the entire race of calories. ; 
X\. says calories love easy egresses. That's why 
Aluminum has been adopted as the official 
metal of the Calories’ Beneficial & Marching 
Society. Aluminum trays and grids are easy 
to get out of. 

We have no way of knowing how much 
personal interest you have in the home life 


of the calorie, but we do know that you want 





your prospect to appreciate every advantage 
that the maker put into your refrigerator. 
Trays and grids of Alcoa Aluminum are uni- 
versally used because calories get out of the 
water faster. Which is another way of saving 
that Sir User gets more cubes quicker, at 
lower cost. 

The scientists tell us that Nature made 
Aluminum a superior conductor of heat. \. 
Tracted Calorie says that he and his buddies 
like the egress. Take your choice of explana- 
tions. The important thing is that the user 
benefits. ALUMINUM COMPANY OF AMERICA 


1860 Gulf Building. Pittsburgh. Pa. 








TRAYS 1S TO FREEZE (, FAST ECONOMICALLY 


[ALCOA] 
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tf YOU SELL MONARCH 


DEEP DRAWN 
MAMELED STEEL 
a ran 


gs. 


_—.. dodge the issue? 

Let’s look facts in the 
face. 

We all know that most pros- 
pects considering a change to 
electric cooking have in mind 
the fable fostered by competi- 
tive methods: “Is electricity 
slower? Is it more expensive?” 

The Monarch dealer is not 
afraid of the question. He 
knows he can prove that Mon- 
arch electric cookery is as fast 
and economical as old methods 
of cooking. 


4 


He dis- 
plays the cut- 
away section 
of the Mon- 
arch “Hi- 
Efficiency” unit, and explains 
why it promotes utmost econo- 
my in time and current. 





Every Monarch dealer knows 
these facts: 
1. Elements of genuine Nichrome 


wire, evenly spaced to eliminate 
“hot spots.” 


2. Extremely durable porcelain 
block with bridges to prevent 
wire from buckling and contact- 
ing utensils. 





PAGE 34 


-— ACID RESISTING MARBLEIZED TOP 
VEGETABLES STEAM IN A 
MINIMUM AMOUNT Of WATER 
| HIGH QUALITY RESISTANCE WIRE 
| UNIFORMLY SPACED HEATING CONS 
—... CAORED UNIT PORCELAIN 
HEAT SIORING FIRE BRICK 
‘we secant OF 


MONARCHS 
HLEPRICIENCY SURFACE UNIT 


_ 


HEAVY PORCELAIN TERMINAL BLOCK 






OVERSIZED BRASS TERMINAL BOLTS 


3. Paramount insulating block, one 
inch thick, under porcelain block 
prevents downward radiation 
and heat 
'oee8. 
Liquids 
in cov- 
ese @- 
utensil 
boil 15 - 
25 min- 
utes on 
stored 
heat aft- 
er current is cut off. 


4. Tests show that insulating block 
increases effective cooking heat 
110 degrees and decreases heat 
loss at terminals by 180 degrees. 





5. Thus Monarch design insures 
cool terminals and freedom from 
corroded and burned-out wires. 


6. Units quickly and easily removed 
from top for cleaning. 


7. After unusually long life, ele- 
ments may be replaced at very 
low cost. 


These facts give Monarch dealers 
an inside track when meeting the 
competition of either electric ranges 
or other fuels. They are forcefully 
presented in a unique wall display 
that will be sent free to dealers on 
request. 


MALLEABLE IRON RANGE CO. 
112 Lake Street Beaver Dam, Wis. 





A Review of New Products 








GE Hotpoint Cabinet 


General Electric Co., 
Mdse. Dept., Bridgeport, Conn. 
Model: DM4P550 mixer cabinet set. 
Description: Set comprises portable 
. mixer, cabinet with standard and ad- 
ditional accessories; mixer can be per- 
manently located on top of cabinet or 
placed inside when not in use; rack 
is provided inside cabinet door for 
smaller accessories; metal receptacle 
holds other accessories; 331% in. high, 
16 in. deep, 1844 in. wide. 

Price: $49.50.— Electrical Merchandis- 
ing, December, 1935. 





Signal Fans 
Signal Electric Mfg. Co., 
Menominee, Mich. 
Device: New line of silent blade fans. 
Description: Fan blade cuts air in way 
to reduce noise to minimum and pro- 
duces greater and more even flow of 
air, the manufacturers claim; avail- 
able in sizes from 8 to 16 in. for a.c. 
with induction shaded pole motors; 
for d.c. with universal motors for & 
to 10 in. sizes and straight d.c. motors 
for 12 to 16 in. models.—Electrical 
Merchandising, December, 1935. 


v 

PRIV, 
bP ATE 
SYSTEMS 





W estclox Clock 

Western Clock Co., La Salle, Mil. 

Model: “Country Club” alarm. 

Description: Black lacquered metal case, 
nickel trim; 2-tone dial; new type 
window alarm indicator; sweep sec- 
ond hand; low-speed motor; manual 
starting; steady alarm; 4% _ in. 
square; weighs 2 Ibs. 

Price: $2.50.— Electrical Merchandising, 
December, 1935. 


at 
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Serv-U-Fone 
Display Stand 


American Automatic Electric Sales Co., 
1033 W. Van Buren St., Chicago, Iil. 
Description: Modernistic demonstrating 
display complete with telephone and 
batteries to demonstrate talking and 
signaling qualities of Serv-U-Fone 
systems; hard-board in 2-tones of 
brown, 30 in. high, 24 in. wide, 8 in. 
deep; fitted with square cabinet that 
conceals batteries; desk phone is 
mounted on top of cabinet; wall tele- 
phone is attached to face of display; 
phones securely fastened; customer 
can talk over phone to clerk.—Elect- 
rical Merchandising, December, 1935 








“Nite-Lite” Bulb 
Westinghouse Lamp Co., 
Bloomfield, N. J. 

Device: 7-watt Mazda bulb for use in 
base-board night lights; clear or blue 
coated; candelabra base; 110-125 
volts. 

Price: 10c Electrical Merchandising, 
December, 1935. 
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Mark-Time 
Washer Switch 


M. H. Rhodes, Inc., 

Rockefeller Center, N. Y. C. 
Device: Mark-Time washer switch dial 
has been improved to include water 
temperatures for various kinds of fab- 
rics; switch stops washer when wash- 
ing period is completed.—Electrical 
Merchandising, December, 1935. 





Brannon Fudge Server 
Brannon, Inc., 

14307 Third Ave., Detroit, Mich. 
Device: “Fudge Boy” hot fudge server. 
Description: For use in soda fountains 

restaurants, hospitals, etc; maintains 

hot fudge or butterscotch at proper 
temperature, will not overheat; no 
water required; 3 pt. capacity; ther- 
mostatic control; 110 volts, 350 watts; 
chromium ladle furnished; finished in 
electroplated colors on aluminum—red 
for chocolate fudge and bronze for 
butterscotch.—Electrical Merchandis- 
ing, December, 1935. 
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PARDON MY EXCITEMENT/ 








BUT LET'S LOCK AT THAT 


CIBSON s6Reraceparon Finst/ 


(ADV) 














Household 


is the magazine your 
customers read.... 


More than 1,850,000 small town 
women, the purchasing agents of 
electrical equipment for their 
families and homes read The 
Household Magazine every month. 
No other publication in America 
has as much circulation and as 
much selling influence in towns 
under 10,000 as Household. Send 
for copy today. Arthur Capper, 
Publisher, Topeka, Kansas. 
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The “DIAMOND H” 
Toggle Type Heater Switches 
BOOST RANGE SALES! 























Owners of electric ranges equipped 
with the new toggle type switch 
make enthusiastic customers. These 
switches are neat in appearance 
provide easy, convenient and natu- 
ral operation, and the special con- 
struction of this switch assures un- 
usually long service. They are easily 
accessible. 


These features are helping to 
boost the sale of electric ranges. 
Thousands of ranges equipped with 
these switches are in actual use, 
giving exceptional service. Service 
reports from manufacturers show 
this. These switches will be found 
on many new models in 1936. 


They can be provided for any 
type of installation or circuit. Write 
for complete information on these 
switches and the new Bi-Rotary 
slow break switch; also a new hy- 
draulic type thermostat for your 
1936 ranges. 








The HART MFG. CO., Hartford, Conn. 


DIAMONEL{ SWITCHES 
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What EXCLUSIVE Feature 


marked the first genuine improvement in 
electric refrigeration for many years? 


What EXCLUSIVE Feature 


created a sensation in the refrigeration 
industry in 1935? 


What EXCLUSIVE Feature 


made a refrigerator carrying a well-known 


name EASIER TO SELL? 


What EXCLUSIVE Feature 


combined with all other worthwhile refrig- 
eration features won amazing consumer 
acceptance in 1935? 


What EXCLUSIVE Feature 


was awarded lst Prize as the most useful 
household invention by the National Inven- 
tors Congress? 


What EXCLUSIVE Feature 


will increase YOUR 1936 refrigerator sales? 


...- the Answer is 
FAIRBANKS-MORSE 
orterador— 
REFRIGERATOR 


@ It will pay you to know ALL the details about the 
Fairbanks-Morse Conservador Refrigerator. Wait for 
the announcements before you commit yourself to 
conventional lines. For advance information, write 
Fairbanks-Morse Home Appliances, Inc., 430 South 
Green Street, Chicago, Ill 


A Review of New Products 
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W estinghouse Percolator 
Westinghouse Electric 2 Mfg. Co., 
Mansfeld, O. 

Model: “Patrician”. 

Description: Equipped with cold water 
type pump; fuse protector; 410 watts, 
detachable cord and miniature plug; 
a.c. or d.c.; chrome finish with black 
wood handle. 

Price: $5.95.—Electrical Merchandising, 
December, 1935. 


> 
Plug-In Strip 


National Electric Products Corp., 
Fulton Bldg., Pittsburgh, Pa. 
Device: “Plug-in” wiring strip is made 
of 1-3/16 in. wide channel with 

Bakelite cap having plug openings 
every 6 in; available in 1, 2, 3, 4, 5, 
ft. lengths, each unit being complete 
and ready for installation.—Electrical 

Verchandising, December, 1935. 





Illuminated Globe 


George F. Cram Co., Indianapolis, Ind. 
Device: New illuminated atlas com- 
plete with lamp bulb, switch, cord, 
plug; detailed map in colors; shows 
short wave radio stations throughout 
world; 9 in. globe revolves on true 
polar axis; easily removed from 
mounting to replace light bulb; Vene- 
tian bronze base. 

Price: $5.—Electrical Merchandising, 
December, 1935. 


v 





V apator Humidifier 
P. Edelman, Chicago, Ill. 
6249 S. St. Lawrence lve., 
Device: Capacity 1 gal.; evaporation 
rate up to 2 gal. per day; weighs 6 
Ihs.; electro-alloy non-rusting agita- 
tor; automatic feed and automatic 
shut off; adjustable to 200 watts: 
self cleaning; black finish. 
Price: $7.50.—Electrical Merchandising, 
December, 1935. 


Hexcel Room Heater 
Hexeel Radiator Co., Racine, W's. 
Device: Wexcel hot water portable room 

heater. 

Description: eater is composed ot 
Hexcel copper twin core as used in 
automobile hot water car heaters; 
brass tanks: 115 volt heating element 
entirely immersed in liquid at bottom 
ot tank, a.c.-110 volt, 60 evele motor; 
6 in. aluminum fan, 260 ft. per min. 
air velocity; no radio interference; 
heater is filled with sealed-in non- 
freezing solution; weighs 12. Ibs; 
black crackle finish with chrome trim, 
handle and grille; 131% in high, 74 
in. wide, 6 in. deep.—Electrical Mer 
chandising, December, 1935. 





Hang-A-Lite Lamps 
Hang-.1-Lite Mfq. Co., 
150 Varick St., New York City 
Device: Portable wall lamps complete 
with sockets, shades, cords, attach 
ment caps and wall-hangers ready for 
immediate use; hand-wrought iron in 
variety of designs; direct or indirect 
lighting available; 
Price: from $1.10 to $2.90.—Electrical 
Merchandising, December, 1935. 





Reco Daylite Hoods 
Reynolds Electric Co., 
2650 W’. Congress St., Chicago, Ill. 
Device: Reco Daylite hoods to be snap- 
ped over bulbs in floor, bridge or desk 
lamps; filters out irritating red and 
vellow rays, producing easier light 
for reading or close work, relieves 
eye strain, the manufacturers claim. 
Price: 30c each.—Electrical Merchandis- 
ing, December, 1935. 


v 


Ex-Stat Heater 
Tilton Electric Corp., 
_ 15 E. 26th St., N.Y. C. 
Device: Ex-Stat Heat Circulator. 
Description: Creates warm air circula- 
tion throughout room by use of large 
heating element, specially designed 
jacket with baffle and louvres: case is 
kept cool by rear ventilation prevent- 
ing shock, short-circuit or burns, the 
manufacturer claims; 15 in. high, 11- 
V/, in. wide; ivory or grained walnut 
finish; 110- 120 volts a.c. or d.c.; top 
handle for portability. 

Price: Ivory, $7.; walnut, $7.50.—Elec- 


trical Merchandising, December, 
1935, 
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BETTER 
SELLING 


The 
IES Lamp 

































The 
RLM Reflector 




















The 
IGG Glassware 


Complete tests for performance in 
accordance with specifications, and 
periodic follow-up tests to assure 
continued quality ... these assure 
not only good products but also 
good selling. 


ELECTRICAL 





ELECTRICAL MERCHANDISING - 

















Needed 


More Training 


CONTINUED FROM PAGE 3 ome 


is doing it the wrong way. If so, you 
want to tell customers how to avoid 
this mistake when you are selling. If 
the appliance will not deliver as ex- 
pected it’s better to lay off that sales 
point for it will mean trouble ahead.” 

Without any training at all, except 
the general schooling given by the 
store, Mrs. Kensler believes a girl 
could do $150 a week in her position. 
With instruction, she can run it up 
to $400 a week. 

The question as to whether sales 
training for small appliance saleswo- 
men is worth while thus answers itself. 
If a $17.50 a week girl could sell 
$150 worth of merchandise a week, 
and a $30 girl can move $400, the 
store gets $250 more volume for $1 2.- 
50 more pay. Higher priced, better 
trained women are an economy. 

Lillian Kensler does not credit 
natural sales ability with her volume 
of business. She feels it is all due to her 
point of view, her knowledge of an- 
swers to all the housewife’s questions. 
She does feel that few girls have the 
same amount of curiosity she does, or 
will do anything like she did in ex- 
perimenting. This sort of thing can 
be brought to the saleswomen through 
training courses. This is what is need- 
ed and what the future will bring. 

Incidentally she does not favor a 
straight commission basis for girls sell- 
ing small appliances. It tends to cause 
them to plug too hard on the lines 
that brings.them to their bread and 
butter and is against the general store 
interest. A salary basis permits the girl 
to wait on any type of item. However, 
after showing the other items Mrs. 
Kensler always ends by ringing in the 
question, “Have you seen the G-E ap- 
pliance like this?” 








The type of salesmen selling a product 
is relatively unimportant, says James 
Pearis of Pearis Bros., Binghamton. This 
is an unusual point of view but Mr. Pea- 
ris believes that performance, advertis- 
ing support, type of dealers handling 
the product and the discount come first. 
Add to that good service and the prod- 
uct will almost sell itself, he says. Well, 
he's doing a good job. 
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A TRAY FULL OF TRICKS: 





“COLD FACTS” 


No. 13 


It's a fact] Any model 
of the refrigerator 
you sell is easier to 
sell if it has Flexible 
Rubber Trays or 
Grids. INSIST that all 
models come factory- 
equipped. Write to 
your manufacturer 
or direct to us. The 
Inland Manufactur- 
ing Co., Dayton, Ohio. 























Customer: “That's what I want— Flexible Rubber Trays!” 


Salesman: “Mister—this refrigerator has everything you wanit!” 


No Refrigerator is Truly Modern Unless it Has 


Flexible Rubber Trays or Grids 


—and the Public Now Knows it! 














CHROMALOX 


the RANGE UNIT tha: 


makes metal-to-metal contact 


with the cooking utensil 





Here is the preferred replacement range unit— an easy first with 


Put this 
campaign 
to work 

for you — 
we are ready to 
help—«et full de 


tails of the easy 
sales plan—use the 


Faster cooking 
oe 
Protected wires 


insulated 
+ 


simply wipe it off 


to fit any range 


electrical dealers, power company service men, and range owners. 
It saves TIME for everyone—installation time for dealers, trouble 
calls reduced for service departments of power companies, and 


cooking time saved for the range user. 


With only four Chromalox unit assemblies, and a set of inex- 


pensive adaptor rings, you can fit any range at your first call. 


coupen No need to maintain an expensive stock. 


Name 


Oe ee RES ESSE SEES ESR ESSE E SEES SEES SESE ESSE SEES 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Bivd., Pittsburgh, Pa. 
Without obligation, send us complete data about Chromalox Su 


, ag Replacement Range oa and how we can 
them. There are approx.. 


make money selling 
elec. ranges in the territory we serve. 


.Position 
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Top surface completely 
Easiest unit to clean— 


* 
Adaptor rings enable it 





Circulation of Air in 
Commercial Coolers 








By Lheodors / 


| rile SS the 


Glou 
propel circulation of 
ir is obtained in a commercial cooler 
or case the condition of the contents 
will cause the user to complain. A too 
rapid circulation will cause meats to 
drv out and darken. And the contents 
will become slimy and soft if the cir 
excessively retarded. 

the bunkers 
are usually designed correctly and it 
put the correct 


There are, how- 


culation ts 


In new fixtures coil 
only to 


the bunker. 


many commercial coolers which 


is necessary 
coil th 
ever, 

ve mec hanics and customers trouble. 
find that this is due to use 
the bunker. If, 


coils needed 


1 usually 
of mmpropet coils in 
\L.L.1 
it was customary to plac e a coil which 
had \L.L.E. in the bunker re 
it fit. One such job 
gave me considerable trouble in that 


sa\ YON were 
S004 
gardless of how 
the coil iced up too frequently and 
then the 
meats to be slimy 


temperature rose, Causing 
The requirements 
of that particular job were 475# M 
I.E. every 24 hours. The compressor 
had a capacity of 5504 M.1.E. based 
on 16 day and 
the manuta 
MLL.E. each 24 
hours. Yet the job pave trouble. 

The coils did occupy 
the bunker to 


hours running each 


the coils were rated by 


turer fo have YF 


not enough 


space my give proper 


results. Figure | shows the box before 
prope! coils were installed. Figure 
shows a correct coil installation. Both 


had approximately the same M1. 
1} The results of the change should 
The amount of 


be evident. correct 


a sufhcient area 


cooled ait passed ovel 
of coils to cool the entire box uni 
formly with the proper amount of 


circulation. It in order 


S unportant 

to achieve this result, that the coil o« 
least 2/3 the width of the 

If meats are found to be dry 


cupies at 
bunker 


ing out and circumstances are such 


that the baffle ar rangement or coils can 
not be corrected the condition can be 
alleviated by placing sponges in pans 
the being set up m 


ot wate! pans 


non-intertering positions 
The circulation of air ts chiefly di- 
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SERVICE 














































































































DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for all acceptable ideas. 


Address Service Epiror, Electrical Merchandising 


330 West 42nd St., New York City 





the vertical and horizontat 


rected by 
baffles. In coolers using ice the baffles 
in most cases will have to be changed 
when installing mechanical refrigera 
tion. Figure 3 shows the correct de 


sign for the baffles in coolers whose 
depth does not exceed 7 feet. The 
slope of the horizontal baflle should 
be between 144 inches and 22 inches 
per foot. Space “X” should be ap 
proximately + inches. Space“Y should 
be about 5 inches. The horizontal bat 
fle should be insulated with at least 
1 inch corkboard or its equivalent. 

In coolers using the “L’’ type baf- 
fle, where it is necessary to use more 
than one coil, the coil nearest the cold 
air flue should be lower than the coil 
near the warm air flue. Figure 4 shows 
the proper location of the two units. 
One or two dimensions not shown 
in figure 3 are added: “D” is 6 to 8 
inches. And “F” should be W/7 plus 
4 to 6 inches, depending on the height 
of the coil. 

Coolers over 7 feet in width should 
use the so-called split type of baffle. 
Figure 5 shows the design of the air 
ducts and position of the cooling coils. 
“X"’ should be 3 to 5 inches. “Y”’ 
should be at least 5 inches. And “Z” 
should be W/I11 plus 1 to 2 inches. 


Portable Pressure Cleaner 


By J. L. Lehnherr 


It is often necessary for appliance 
servicemen to remove dust and dirt 
from equipment when working in the 
home. The cooling coils of refriger- 
ators, interiors of radios are cases in 
point. 

\Ve became tired of doing such jobs 
with rags, bellows and lung-power, 
made a portable pressure blower. It 
consists of a steel tank originally used 
to supply air to a pressure gasoline 
This tank is about 8 inches 
in diameter and 30 inches long. It was 
fitted with a welded-on valve stem 
trom an automobile tire. We made 
up a fitting trom an old toy spring 
gun equipped with a length of hose. 

The tank is filled with 60 Ibs. of 
air (1 tested it at 120 Ibs.) at a fill- 
ing station. When in use the fitting is 
screwed onto the valve stem until the 
valve opens and the jet of air is ample 
to clean dust away rapidly. Use it in 
the open if possible to avoid scattering 
dust around the home. 

A cut-off valve might be used in 
place of the automobile valve. 


stove. 


Fan Helps Pipeless Furnaces 


E. W. Wolbach 

Electrical appliance servicemen can 
make a little money for themselves 
by installing electric fans in the cold 
air shoe of pipe or pipeless hot air 
furnaces. | make a cut-out in the cold 
air shoes and, using a larger piece of 
the same metal, make a door which 
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can be closed tight and locked. 

In the bottom of the shoe I re- 
move enough of the tin to make a 
cement base and fasten a small elec 
tric fan in this position in such a way 
that it blows against the heating part 
of the furnace. | bring the wiring 
from this fan to some point upstairs 
where a switch permits the fan to be 
turned on. After starting the fire in 
the morning, or to get a little extra 
heat during the day, all that is neces- 
sary is to turn on the fan for a few 
minutes. 

In the summer, open the door in 
the shoe and put a piece of hail screen 
over the opening to keep out mice, 
turn on the fan and the cool air from 
the basement will circulate through 
the house and lower the temperature. 


Mercury Thermostat 
Replacement 


By John Astrid 

On some of the older refrigerators 
and heating plants mercury thermo- 
stat switches are used. These fre- 
quently are found to be broken or 
burned and some of them cannot 
readily be replaced as the manufactur- 
ers are no longer in business. 

Obtain a glass tube the size of the 
original. Purchase mercury from a 
dentist. Plug one end of the tube with 
a cork after running a length of stiff 
wire through the cork so that it pro- 
jects slightly. Shove the cork in so 
that it may be sealed with plaster of 
paris, fill the tube with the correct 
amount of mercury and plug the oth- 
er end with a similar pierced cork and 
plaster-seal it. 


e 
New Parts Catalog 


The Electrical Appliance Service 
Corp. of 918 South Flower St., Los 
Angeles, has just published a new 275- 
page catalog of genuine factory parts 
for 42 different makes of washing ma- 
chines. Diagrams, parts, photos and 
prices are shown on each model. Belts 
for both washers and refrigerators are 
listed in the back. 


When Brushes Cut Slots 
By W. Nebra 


Some brush holders on end type mo- 
tors insist on cutting another slot be- 
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side and higher than the original one. 
This causes the holder to remain 
against the commutator and the mo- 
tor continues to run on the starting 
coil. 

Put a small spring on the brush 
holder to hold it to one side of the 
original slot and the trouble will cease. 


Removing Gum and Moisture 


By Anthony Quinn 

Often after a refrigeration system 
has become gummed up and the com- 
pressor has been overhauled and in- 
stalled it will again stick, or the float 
valve will stick open or closed, or the 
capillary tube will become clogged. 
Or, if it is an expansion valve job, 
the expansion valye may become in- 
operative due to gum remaining in 
the system. The serviceman may also 
find that after a slight seal leak has 
been remedied the machine will stick- 





up due to chemical action resulting 
from air having been drawn in the 
system. 

A simple method of removing gum 
and moisture from a_ refrigeration 
system is by the use of a dehydrator 
and steel wool in the following man- 
ner: A tube is made of 1'4-inch pipe 
nipple 6 inches long and caps. The caps 
are drilled and tapped for '%@ wich 
pipe thread. A piece of brass pipe 4 
by 2% inches, threaded on both ends 
and capped on one end is perforated 
for about one inch under the capped 
end and fitted from the inside through 
one of the 11-inch caps. The. cap is 
then placed securely on the 14-inch 
nipple. 

Steel wool, of fine mesh, is then 
placed in the nipple and packed tight- 
ly around the 14-inch brass pipe until 
the tube is about half filled and the 
remainder of the tube closed with 
the remaining 1'4-inch cap. Both ends 
may then be fitted with '%-inch pipe 
to '%4-inch flare unions and the tube 
connected in the liquid line with the 
refrigerant entering the tube through 
the end having the perforated brass 
pipe. 

All joints should be cemented with 
a paste consisting of letharge and 
glycerine before joining. The tube 
may be tested for leaks by connecting 
it between a drum of refrigerant and 
the suction end of a compressor, a 
vacuum drawn and the tube baked. 
If the vacuum holds the pressure may 
be equalized in the tube with refrig- 
erant from the drum. 


Castor Oil On Belts 


By Merrill Lindley 

To take the squeak out of refrig- 
erator belts I drop castor oil on them. 
This oil seems to last longer than 
anything else I have tried and does 
an excellent job of removing noises. 

Ed. Note: Others suggest that belts 
should not be oiled, recommend scrap- 
ing the sides clean with a knife. 


MAKES and MODELS 


GE F5, F7, F4, R5, 7. (Refrig- 
erator) — No refrigetation after pe- 
riod of idleness or moving . . . To 
start machine tap check valve, located 
on right side of evaporator in back. 
If this does not cause gas to rush into 
evaporator coils put hot water in ice 
cube trays. This should cause pressure 
to increase and force oil settled in 
coils back into compressor. Rattling 

Usually traceable to loose fan 
biades. Remedy is to weld the blades 
in place.— K.D. 


MAYTAG S81, 11, 111, 31 (Gas 
Engine Hi asher)—New machines will 
not start, or are hard to start... In 
most cases customer does not push 
hard enough on starter pedal and the 
result is a flooded cylinder. One sure 
way to start the machines is to re- 
move the sparkplug, heat the end, and 
re-insert it in the cylinder again. Then 
kick the pedal several times. In cold 
weather try heating the plug several 
times. If starting fails check ignition, 
see if there is a spark at the plug. If 
not, clean and file points. These are 
in the flywheel which is easy to get 
at by removing a cover on the side. 
The speed regulator is on the same 
pivot as the timing adjustment. It is 
set at the factory and rarely needs to 
be touched. If the engine does not 
seem to be getting fuel remove four 
bolts from the carburator and lift it 
off. Trouble, if the carburator is at 
fault, usually lies in the bottom screen 
of the suction line. A little ball keeps 
gas from draining the carburetor, gets 
gummy and sticks, preventing flow 
of gas. Piston rings stuck to piston 
. . - Improper oiling is cause of this 
trouble and if the rings are not 
stuck too tight they can be loosened 
and used again. Four bolts hold the 
cylinder jacket on. If rings are stuck 
the motor will not suck gas into its 
carburetor. Use Maytag oil when ser- 
vicing this machine to avoid re-occur- 
rence of stuck ring trouble. 


PRIMA (Gas Engine Washer)— 
Gas line from tank to carburator re- 
peatedly breaks . . . To make a per- 
manent repair on the Briggs-Stratton 
four-cycle engine used in this ma- 
chine use a long enough line to make 
a loop which will take up the excess 
vibration. Motor won't pull and is 
hard to start after about two years 
of use . . . Valves probably need grind- 
ing. Remove the head of the motor, 
the carburetor and the plate behind 
the carburetor. Valves will be ex- 
posed. Use a valve grinding com- 
pound of a light grade. 


WURLITZER 38, 48. (Refrig- 
erator) — Leak at flange of condenser 
unit connected to discharge valve af- 
ter a few months of use... A new 
flange on the same line will not as 
a rule hold. Cut off the line about 
four inches from the discharge valve 
and use new copper tubing and brass 
fittings to join the two lines together. 
Suitable brass fittings may be ob- 
tained from automobile parts dealers 
in an emergency. 
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New R&M Silent Wash- 

ing Machine Motor— 

Rubber-mounted — Life- 
time Oiling 


Since America’s first great indus- 
trial depression, that of the 70's, 
when this company was founded, 
we've seen all the depressions 
there were—and we have emerged 
from each prepared to serve bet- 
ter than ever. 

Here we are—ready for 1936— 
with new and improved products, 
new man ing processes and 
equipment, and a strong capital 
structure, providing electrical 
dealers and manufacturers with 
up-to-the-minute fans and motors 
for every service. 





R&M leadership in building small 
motors for washing machines, 
ironers, pumps, fans, store equip- 
ment, and other appliances has 
been won by a standard of 
quality which guarantees depend- 
able service. 


When you tell your customers 
that an appliance is R&aM-motored, 
sales are made more easily, and 
permanent satisfaction is insured. 


ROBBINS & MYERS, Inc. 
Founded 1878 
Springfield, Ohio * Brantford, Ont. 


Robbins & Myers 
vorene DO 0:4: 


FANS 


CRANES 
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SHAM otc Appliance 


/ Vichromeé 


Sales results reported by dealers, department stores and 
utilities show a definite trend toward the better quality ap- 
plionces by the purchasing public . . . better profit .. . 


better customer satisfaction. 


“Nichrome” V was déveloped for this demand . . . for after 
all the heating element material is the Life of the Appliance. 


Be sure you are getting the standard of comparison for resis- 
tance material, by specifying on all orders for appliances :— 
“Heating Elements of ‘Nichrome’ V, the Driver-Harris alloy.” 


DRIVER-HARRIS COMPANY 


HARRISON, N. J. 







“Nichrome 
Five 
Keeps 
Heaters 
Alive!” 


NICHROME 
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Open-coil replacement 


TROUBLE... 





¢ Calrod closed unit sheathed in Inconel. 


¢ Hotpoint Automatic Electric Range 





with Inconel Calrod units and top of 


Monel Metal. The Mayfair, model RA-86. 





PEN-COIL heating units, as you 

know, are subject to the dam- 
aging effects of spillage and frac- 
turing of the fire-brick by heavy 
kitchen utensils. 


The result — short life, the nui- 
sance and cost of replacing, and 
loss of current consumption. All 
this leads to loss of good-will, cus- 
tomer dissatisfaction. And worse 
yet, it opens the door to competition. 


Put an end to all this. Sell elec- 
tric ranges equipped with Inconel- 
enclosed Calrod heating units. 


Back of the success of the Calrod 
design is the fact that its resistance- 
wire is enclosed in a sheathing of 
Inconel. 


Inconel is a Nickel-Chromium 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York, N.Y. 


..and KEEP Electric Ranges 
ON THE LINE! 


alloy offering two outstanding ad- 
vantages: 
1. Extreme Resistance to Oxidation 


2. High Strength and Toughness 


No wonder Inconel Calrod units are 
establishing a new standard of long 
life and element durability! 


Moreover, Inconel Calrod units 
offer quicker warm-up —a potent 
sales argument when face to face 
with a prospective customer. The 
reason for this is that Inconel, with 
its high-strength and toughness, 


provides full protection to resist- 
ance wires. All heat-absorbing fire- 
brick is eliminated. 


Electric ranges are your running 
fullbacks —the ground gainers of 
load building. Keep them on the 


line. 


Keep each unit of every range in 
your territory on the line —indefi- 
nitely and without interruption — 
by selling ranges equipped with 
Inconel Calrod units. 


Write today for complete data. 


INCONEL:.. 

















G. M_ EVANS, Vice-President, Manufacturing . H.W. BURRITT, Vice-President, Sales . . . V. C. WOODCOX, Advertising Counsel 
Advertising Couns BB. GEYER, Advertising Counsel J. A. HARLAN, Sales E. HEITMAN, Chief Engineer E. A. SEIBERT, Service 
Sale § ©. MITCHELL, Advertising H_G. PERKINS, Vice-Pressdent C. C. THOMAS, Engineering 


When the product itself is an outstanding value . . . public demand . . . and the ideals of men planning 
when it offers performance far beyond the common for leadership . . . then, sales and advertising plans 
standard . . . when it embodies features of practical write themselves. 

usefulness that no other refrigerator has . . . when And such are the plans that Kelvinator has to offer 


it represents in its creation all the requirements of to its distributors, dealers and salesmen for 1936. 
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